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Introductory Note  

 

This Reader has been compiled to provide practical resource for 

aspiring PR practit ioners and managers. The core article is given in the 

Course Overview written specif ically for this course. Read this one 

carefully. You can browse through the rest of the Reader or study it 

closely. Remember that your Final Exam is not theoretical, and at no 

point of time you w ill be expected to reproduce memor ized content: 

your final product is to deliver a PR Strategy and Implementation Plan 

for a campaign of your choice, and to present it for an examination 

committee.  

The Reader is intended to serve you long after the course is f inished 

and the exam passed. Many of the articles are useful Doôs and Donôtôs 

- checklists to have at hand w henever a need arises. Included are 

mater ials for self study in the aftermath of the course for those who 

wish to enter the extraordinary realms of mental models (framing) and 

non/verbal communication. Management tools, such as PESTLE and 

SWOT analyses, Gantt charts and SMA RT/ER objectives, are useful in 

any w alk of life. In addition, non-obligatory articles accompanying the 

reader (not in this document) aim to illustrate the far range of the PR 

profession in the contemporary w orld, such as Jihadi PR and US 

foreign policy PR. 

This Reader does not include the required chapters from Theakerôs PR 

Handbook (Theaker, Alison (ed.). 2004, Public Relations Handbook, 

2nd edn, Routledge, Taylor & Francis Group, London & New  York). The 

e-book, alongside additional f iles, case studies and illustrations, can be 

obtained by email from the course coordinator or on a CD from the 

Faculty staff. 

 

- Ana Pejcinova 

www.anapejcinova.org 

www.anapejcinova.blog.com.mk 

E-mail address: ana.pejcinova@gmail.com 

Phone Number: + 389 (0) 75 975 968 

http://www.anapejcinova.org/
http://www.anapejcinova.blog.com.mk/
mailto:ana.pejcinova@gmail.com
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COURSE OVERVIEW 
Ana Pejcinova 

The curriculum of the Public Relations (PR) Strategy & Practice Course is designed for 

prospective PR practitioners w ho are likely to manage PR campaigns. Whether they w ork as 

independent consultants, publicity agents, media managers, marketers, NGO consultants or 

governmental off icials, running a campaign includes all skills required for these professions. 

Other NYUS courses in Communication and Media complement this program. Effort has been 

taken to avoid overlap betw een courses. For example, Web Design, New Media, and Media & 

Marketing describe their respective areas in far more detail than given below . How ever, as PR 

practitioners must be familiar w ith many institutional functions, these border areas are touched 

upon to assure studentôs acquaintance with them. 

The full scope of w ork of a PR practitioner is complex. How ever, the work in practice follows a 

simple logical sequence: 

Groundwork 

When you enter your new  work place as a PR person, your f irst task is to get to know your 

organization: your team is your main source of information for your PR campaign. Your 

management gives you specif ic guidelines, assigns your budget, and defines your scope of 

responsibilit ies. Theirs is also the organisationôs vision and mission statement, which are to PR 

what a Constitution is to law . Your support component (f inance, administration, contracts, 

procurement, logistics) w ill be essential for the implementation of your campaign (for example, 

how  to purchase banners, how to outsource media production, how  to utilize your budget, w hat 

laws regulate your practice, and how  long everything takes).  

The second step is to get to know your organisationôs product(s)/service(s). This is simpler 

with businesses: the product or the service is clearly defined. Your job w ould be to acquaint 

yourself with the production or servicing process, and be able to translate it into layman w ords 

for various audiences. For NGOs, w hich usually perform a societal function, the product/service 

may be public aw areness of a specif ic issue. For governmental agencies, the product may be a 

specif ic legal environment, or public service. In any case, youôd need to acquaint yourself with 

the technical component of your organization. Note that the technical component deals w ith 

implementation of the core organizational function (i.e., production of good, transport, 

commerce, aw areness, education), while the support component deals w ith w hatever is 

necessary to enable the technical component fulf ill their part. Management supervises both. 

The playing field 

Itôs time to perform a PESTLE analysis, that is, to map out the political, economic, social, 

technological, legal, and environmental context in w hich your organization operates and in 

which your product/service is placed. The PESTLE analysis w ill give you a clear picture of the 
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playing f ield, the areas w hich constrain you and enable you to expand, areas w here 

opportunities and threats lie, and issues youôd be able to avoid or use to empower your 

campaign and the w ork of your organisation. 

The Game 

The PESTLE analysis w ill already give you some indications about the strengths, weaknesses, 

opportunities and threats for your organization and its product/service which you are hired to 

represent. Itôs time for a full SWOT analysis. Promote the strengths in your PR w ork and utilize 

the opportunit ies on time. Weaknesses can be managed or reframed into strengths (see part on 

framing in the Reader). For example, óour company is smallô can be reframed into óour company 

is flexible and can adjust easily to technological progress.ô óWe have no budget for promotion 

and publicityô can be reframed into óWe are using community support, social media and word of 

mouth, as a socially responsible and green company.ô Notice how  the quadrants are 

interconnected and utilize their connectedness. Remember that the point of the four SWOT 

quadrants is in their relationship. Redo a SWOT regularly to keep abreast of any challenges 

coming your w ay. PESTLE and SWOT w ill give you basic ideas how  to build your messaging, 

how  to segment your audience, and how  to implement the campaign.  

The Players 

Now that you óknow your stuffô even better, itôs time to start the actual PR preparations. Map out 

the field: Clients : who is your primary client? It can be your donor, or it can be a buyer or 

service user (end user), or it can be a beneficiary of the societal function your organization 

fulf ills. Stakeholders: Who has a stake in w hat you offer in the market or in the community? 

Who is affected positively and who negatively by your organisationôs core function? Partners 

and competitors : Who also plays the f ield, apart from the organization? Does their presence 

endanger your organization or supports it? Beneficiaries : Who benefits, directly or indirectly, 

from your organisationôs product/service? Note that beneficiaries represent a w ider audience 

than end-users. 

How  are these groups related? What is their source of funding? What are their vested interests? 

What are the communication f lows betw een them, and w here can you insert your PR products? 

This w ill enable you to foresee resistance/support to your presence and promotional efforts, 

build coalitions, and access additional support and funding.  

Audience segmentation and profiling 

Your message will be molded by your listeners. If youôve got a problem in your personal life, for 

example, youôll describe it differently to your grandmother, your best friend, and your boss, 

right? The same w orks in PR. Itôs time to define the many audiences of your PR work. Divide 

them by type, size and importance. Itôs good to do a demographic profiling of the large 

audiences and break it dow n further into segments. For example, if  you are w orking on a 

USA ID-funded program on voter education, your primary audience might be USAID and the 
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secondary the voters. The voter group can be segmented into subgroups: young people age 16-

17 w ho w ill be eligible to vote by the time you complete your project; eligible rural inhabitants 

who rarely vote; w omen; disabled; minority groups. Each of these sub-audiences has different 

reason not to vote and different potential vested interest in the results of the elections. Your PR 

work w ill have to address each sub-audience. The same w orks for marketing PR: different sub-

audiences might f ind different reasons to buy your product/service. Note that there is no such 

thing as general public in PR work or in marketing: itôs a set of overlapping groups of interests 

and behaviors, w here each group is made of individuals. Decision makers are individuals, even 

when your audience is a company or a governmental agency. Remember that your w ork should 

ultimately affect how  individuals (and therefore groups) make their decisions.  

Messaging and messages 

Firstly, define your audiences and then describe their current behavior in one sentence per 

audience. Focus on the undesirable behavior for the time being. For example, óelderly w omen 

do not buy computers.ô Or, our primary audience, óvoters are indifferent to our new political 

party.ô Secondly, describe their desired behavior: óeach elderly w oman buys a computer,ô and 

óvoters actively support our political party (membership and votes increase). Youôve got your 

future strategic frame: now  the question is how  to achieve change from current to desired 

behavior.  

What do you w ant to tell each sub-audience: ñGrandmas, buy computersò? Or, ñCitizens, love 

usò? That would be your messaging frame . You w ill rarely f ind your messaging and your 

message identical. Your message will be derived from your messaging frame: for example, 

ñConnect to your child [online]ò is a message. In the other example, a message might be, ñWe 

are your family.ò  

Strategy and tactics 

Your Strategic PR/Communications Plan w ill contain PESTLE, SWOT, audience 

segmentation, behavior description, the messaging frame, and your idea(s) how  to achieve 

change from current to desired behavior. Your Implementation Plan will translate these ideas 

into practices and deliverables (products) that w ill achieve that change.  

We know  the direction w e want to go, w e have basic overview of the landscape and the 

inhabitants, but w here exactly do we want to get? How  far is enough? How  w ill w e know w hen 

we get there? 

Goals and objectives 

Itôs easy to say, óOur goal is to build a civic society and true democracy.ô This is not a SMART 

goal. It might be a vision of an organization. A goal, on the other hand, must be specif ic, 

measurable, actionable, realistic and timed. Thus, your goal may be actually óto increase voter 

participation at the municipal, parliamentary and presidential elections by 35% in general w ithin 
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four years by means of a targeted strategic campaign.ô This statement is specific as opposed to 

the abstract definition of ótrue democracy.ô Itôs action-oriented: it speaks of voter behavior, and 

not of beliefs and values. Itôs realistic: it doesnôt claim 100% voter turnout which is a symptom of 

only totalitarian systems. Itôs timed: within four years. Itôs even SMART/ER: it can be evaluated, 

or measured by objective methods (vote counting), and itôs resourced ï it has defined resources 

(campaign) to utilize. 

Production media 

Now  that you know  what you want to say and to whom, itôs time to define how you are going to 

say it. Which medium  is the best to communicate your messages to your audiences? Your 

demographic analysis should include preferred media. For example, itôs not useful to plan 

Internet campaign if your major audience is rural population w ithout access to the Internet. A 

quick survey of media preferences among your target audience should inform your strategy and 

implementation plan on the media channels you w ill focus on.  

Note that the types of media outlets youôll use w ill define your budget requirements. Keeping an 

eye on your budget w ill enable you to plan w ithin it. The budget, your time and the human 

resources are your most valuable and constraining factors. 

Gantt chart 

Your Implementation Plan w ill contain a Gantt chart. This simple tool is essential for 

successfully managing your w ork, regardless to what your work is. A simple Gantt chart is a 

calendar listing the tasks you need to accomplish in order to achieve your goal in a specif ic 

timeframe. The chart w ill enable you to plan in advance and get the w ork done on time. Without 

timed planning, there w ill be dozens of  ;unforeseenô minor and major issues to delay or 

sabotage your performance. More complex Gantt charts  w ill include detailed breakdow n of 

tasks, benchmarks you need to achieve on the way to achieving your goals, other peopleôs 

tasks w hich enable your w ork, dependencies betw een tasks, f inancial items and external 

resources. For the time being, a simple Gantt chart w ould suff ice. 

Production process and deliverables 

Finally, itôs time to produce the actual products that would be vehicles of change from current to 

desired behavior. These can be new sletters, articles, TV/radio ads, T-shirts, banners, forums, 

meetings, public events ï the list is long. Typically, PR practit ioners are in charge of in-house 

production and/or of outsourcing more complex deliverables, such as TV ads, for instance. 

Even if you w ork for a large company w ith immense budget, and you decide to outsource 

everything, you w ill still have to know  the production process in detail in order to be able to 

define the product you w ant for the contractor, and to supervise/advise their w ork. Outsourcing 

is not just about hiring someone else to do our w ork: itôs doing the work with an external team. 
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If  you are the single PR person in your organization, and you have no budget to outsource, 

youôll have to do the work all by yourself. Consider getting additional skills in graphic design 

(Adobe Photoshop and Illustrator, preferably) and web design (at least FrontPage or 

Dreamw eaver). Free tutorials are available on the w eb. I assume you have already developed 

good writing skills, right? Weôll work on it too.  

The typical products PR professionals develop are: PR messages, organizational briefs of 

various length, presentations using Pow erPoint, speeches, press releases , news stories, and 

media kits. Web content is quite likely to fall in your charge as w ell. You may find it useful to 

build an online profile for your organization in the social netw orks, such as Facebook, or 

maintain a blog. Each medium w ill require the same content to be shaped differently. 

Media management 

The media is usually your counterpart in your w ork. It can be friendly , not so friendly, or simply 

indifferent. Much depends on how  you handle it. To build a sound relationship w ith the media, 

youôd need to think as a journalist. Map the media outlets and start building your database of 

contacts. Donôt take it personally if  your press release does not make the new s at once ï link 

your media messages to w hat is a óburning issueô for the media and the public, and your 

chances of getting publicity w ill increase. For example, if  your company is opening a new  

transport center in the suburbs, itôs not newsworthy if you report it as such. How ever, if  your 

press release  is titled óOver hundred jobs created in poor communityô or óMacedonian business 

expands in time of global recession,ô the journalists are likely to read your news release and 

perhaps even come to the opening ceremony. You are going to organize a special event for the 

opening ceremony, invit ing dignitaries, opinion formers, local population, and the media, r ight? 

You are the PR person, itôs your job! Note that the Reader contains a self -explanatory sample 

Gantt chart for event management.  

Your SWOT and PESTLE should w arn you, how ever, that your brand new transport center 

might be perceived as an ecological polluter. The media might forego the employment benefits 

and focus on pollution. In this case, make sure to include assurances of ecological care and 

legal compliance in the press release.  

Crisis management 

Which brings us to the question: w hat if  the media does go after the negative aspects of your 

organisationôs work? Crisis! When crisis happens, and it happens often, you w ill be your 

organisationôs face that takes the public slaps. Thatôs why you did your PESTLE and SWOT 

analyses on time, and you pre-empted most foreseeable crises. Youôve got a press release 

ready. óNo commentô is not one of your options. You do not leave your telephone ringing when 

everyone seems to try to contact you, after months of you chasing after them to get their 

attention. Now itôs time to prove your worth. A good PR person can turn crisis into positive 

publicity: be available, be honest, take responsibility, show  human concern, and reframe: focus 

on the positive aspects of the negative situation. In the w orst case, to reframe misfortune as a 
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learning opportunity and motive for change w ill carry you through a crisis. Show your 

organization as a learning organism w ith a human face capable of change and response. 

Presentation skills 

You are the face of your organization ófor better or for worse, in sickness and in health,ô until 

your contract expires. Much of your work is dealing w ith people. Youôre trying to make friends 

everywhere you go as a part of your job description. How  to make friends? How  to handle 

indifferent or hostile audience? How  to raise funds, gain community support or make a 

governmental agency hear you out? How  to make them trust you, and even like you and agree 

with you? The bottom line is, óhow  to make them do w hat you want w ithout use of forceô? By 

your ability to think big and see values in individual actions. By your ability to communicate your 

vision persuasively. Verbal and non-verbal communication is a core skill for PR practitioners. 

For master practitioners, w e need to dive in an unlikely sphere: the human unconscious. How  

do people form meaning out of information? What draw s their attention? What remains in their 

memory? Why do people like some and dislike others, often on f irst sight?  

Verbal and non-verbal communication 

For instance, the unconscious doesnôt recognize the meaning of negativity: it skips over a ónoô in 

a sentence w ithout recording it. Donôt think of a green elephant! What image just passed 

through your mind? Avoid using óno.ô Instead, use positive sentences. For example, a journalist 

asks you, óIs it true that you paid demonstrators to rally in front of the government building 

yesterday?ô If you say óNo, we didnôt,ô the headlines the next day will read óWe didnôt pay 

demonstrators, states Xô. What will the readers remember after a few days? A positive 

connection betw een your organization and bribing people to do your stuff. Your reputation is 

ruined and youôve failed. Instead, say something like, óour mission [X] is an expression of deep 

public sentiments and real citizensô concerns about [Y]. This w as proved by the presence of 

more than [Z] demonstrators demanding governmental change of policies.ò If the interview is 

audio, drop your voice  at the words you want the audienceôs unconscious to memorize 

(example in italic above.)  

Be specif ic. More or less, something, someone, somehow , or some time, neither build trust nor 

the unconscious records them. Clear images do the job. Say w ho w ill do w hat, when, how , and 

with w hom, to address w hich issue. More skills w ill be exercised in the course. See also the 

chapters on mirroring and rapport building in the Reader. 

Evaluation 

Youôve done your job, the campaign is on the air, youôve had your good moments with the public 

and the media. How do you know youôve actually done w ell or poorly? Survey it. Learn from 

mistakes and think of ways to do it better next time. Tell your management what youôve learnt 

and you w ant them, or you, to change to perform even better next time. Take a deep breath and 

start planning your new  campaign. Good luck! 
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PART I: WHAT IS PR? 

Note to Wikipedia entries: All entries have been cleared as reliable and accurate. 

Mandatory Reading: Theaker, Chapter 1: What is 

Public Relations?; Chapter 14: Public Sector Public 

Relations 

Public relations 

From Wikipedia, the free encyclopedia 

Public relations  (PR) is the practice of managing the f low  of information betw een an 

organization and its publics.[1] Public relations gains an organization or individual exposure to 

their audiences using topics of public interest and news items that do not require direct 

payment.[2] Because public relations places exposure in credible third-party outlets, it offers a 

third-party legitimacy that advertising does not have.[2] Common activities include speaking at 

conferences, working w ith the press, and employee communication.  

PR can be used to build rapport w ith employees, customers, investors, voters, or the general 

public.[2] Almost any organization that has a stake in how  it is portrayed in the public arena 

employs some level of public relations. A number of specialties exist w ithin the f ield of public 

relations, such as Analyst Relations, Media Relations, Investor Relations or Labor Relations. 

Definit ion 

See more at History of public relations 

The Public Relations Society of America (PRSA) claimed: "Public relations helps an 

organization and its publics adapt mutually to each other." [3] According to the PRSA, the 

essential functions of public relations include research, planning, communications dialogue and 

evaluation.[4]  

Edw ard Louis Bernays, who is considered the founding father of modern public relations along 

with Ivy Lee, in the ear ly 1900s defined public relations as a management function w hich 

tabulates public attitudes, defines the policies, procedures and interests of an organization. . . 

follow ed by executing a program of action to earn publ ic understanding and acceptance" (see 

history of public relations). 

Today, "Public Relations is a set of management, supervisory, and technical functions that 

foster an organization's ability to strategically listen to, appreciate, and respond to those 

persons whose mutually beneficial relationships w ith the organization are necessary if it is to 

http://en.wikipedia.org/wiki/Organization
http://en.wikipedia.org/wiki/Public
http://en.wikipedia.org/wiki/Public_relations#cite_note-0
http://en.wikipedia.org/wiki/Exposure
http://en.wikipedia.org/wiki/Audience
http://en.wikipedia.org/wiki/Topics
http://en.wikipedia.org/wiki/Public
http://en.wikipedia.org/wiki/News
http://en.wikipedia.org/wiki/Payment
http://en.wikipedia.org/wiki/Public_relations#cite_note-answers.com-1
http://en.wikipedia.org/wiki/Legitimacy
http://en.wikipedia.org/wiki/Advertising
http://en.wikipedia.org/wiki/Public_relations#cite_note-answers.com-1
http://en.wikipedia.org/wiki/Employees
http://en.wikipedia.org/wiki/Customers
http://en.wikipedia.org/wiki/Investors
http://en.wikipedia.org/wiki/Voters
http://en.wikipedia.org/wiki/Public_relations#cite_note-answers.com-1
http://en.wikipedia.org/wiki/Media_Relations
http://en.wikipedia.org/wiki/Investor_Relations
http://en.wikipedia.org/wiki/Labor_Relations
http://en.wikipedia.org/wiki/History_of_public_relations
http://en.wikipedia.org/wiki/Public_relations#cite_note-2
http://en.wikipedia.org/wiki/Public_relations#cite_note-3
http://en.wikipedia.org/wiki/Edward_Bernays
http://en.wikipedia.org/wiki/Ivy_Lee
http://en.wikipedia.org/wiki/History_of_public_relations
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achieve its missions and values."[5]Essentially it is a management function that focuses on tw o-

way communication and fostering of mutually beneficial relationships betw een an organization 

and its publics. 

Building and managing relationships w ith those who influence an organization or individual's 

audiences has a central role in public relations.[6] 

The industry today 

Advertising dollars in media products from corporations like New s Corp., Dow  Jones, and CMP 

are under rapid decline in favor of direct advertising products offered by search engines and 

other tools. 11 Traditional media publications are laying off journalists, consolidating beat 

reporters, shrinking their print _ions, and many publications are shutting dow n entirely.[7] 

Blogs have low er over-head costs than traditional media and are often said to provide better 

new s coverage and analysis.[8] Blogs are increasingly sprouting to replace traditional media w ith 

a more sustainable low-cost business model and are gaining more of a follow ing. 

The advent of social media is the most pre-eminent trend in PR today.[9] It's important to note, 

while social media is on the rise, tradit ional media is yet to be taken over by the trend as of 

January 29, 2009.[10]  

Social media releases, search engine optimization, content publishing, and the introduction of 

podcasts and video are other burgeoning trends.[9] 

Legality  

In many countries, the law  recognizes the value of reputation and credibility. Both libel (a false 

and damaging publication) and slander (a false and damaging oral statement) are often 

punishable by law  and may result in imprisonment or compensation or fees for damages done. 

 

 

 

 

 

 

 

http://en.wikipedia.org/wiki/Public_relations#cite_note-4
http://en.wikipedia.org/wiki/Public_relations#cite_note-5
http://en.wikipedia.org/wiki/Public_relations#cite_note-6
http://en.wikipedia.org/wiki/Blogs
http://en.wikipedia.org/wiki/Public_relations#cite_note-7
http://en.wikipedia.org/wiki/Public_relations#cite_note-Paul_2008-8
http://en.wikipedia.org/wiki/Public_relations#cite_note-9
http://en.wikipedia.org/wiki/Public_relations#cite_note-Paul_2008-8
http://en.wikipedia.org/wiki/Slander_and_libel
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Public Relations Basics 

From: Amer ican Legion Auxiliary, 2005, Public Relations Handbook, American Legion Auxiliary, 

Indianapolis, IN.  

What is Public Relations? 

IMAGE. Every member is a part of the image we project. Peopleôs perceptions can be made 

quickly from both the positives and negatives, seen and heard.  

Effective public relations efforts increase community visibility and enhance the ability to attract 

new  members. Maintaining a good image requires a continuous public relations effort. 

Public Relations (PR) requires that you relate to the public in some manner. The question is, 

ñWhat is a ópublicô and how do we relate to it?ò Several ópublicsô require our attention as PR 

volunteers. These include, but are not limited to:  

Å Our members (Internal) 

Å The media (External) 

Å Local and national elected officials and decision-makers (External)  

Å Local community members (External & potential members) 

Å Citizens in general (External & potential members) 

Every Auxiliary member is involved in public relations by spreading the good w ord about her 

Unit, District, or Department. The PR Chairman has the responsibility of planning, organizing 

and executing a public relations program. An organizationôs image is based on the character, 

integrity and total performance of the organization. It is a composite of: 

Å The organizationôs history in dealing with people 

Å Internal attitude toward members 

Å External attitude toward community responsibility and involvement 

Å News releases and other dealings w ith the media 

Å Internal and external publications 

Å Institutional advertising 

The Unit, District or Department PR Chairman, w ill be responsible for the follow ing primary 

tasks or delegation of them: 
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Internal Communication 

Communicate Unitôs activities with members via: newsletters, f lyers, and/or other means of local 

and national policy and programs. Donôt assume members understand what your organisation is 

all about. Keeping members informed is critical to keeping them motivated and active. 

External Communication 

Invit ing members of your community to attend a ceremony or function in your organisation. This 

may involve coordination w ith one or more media outlets in your community  and doing w hatever 

is needed to reach those people.  

Community Relations 

As good citizens of the community, your company members should ask to be represented at 

various civic functions or meetings. While the Unit President w ill most often be the point of 

contact for civic and community functions, the PR Chairman should be the one to advise the 

President on specif ic issues and w ill act as spokesperson on occasion. 

Media Relations 

Why wonôt your local newspaper run your story about the bake sale youôre having this 

weekend? What is that TV reporter doing outside your Unit w ith the photographer interview ing 

your members? How  did that story get printed w ithout the PR Chairman (or the Unit President) 

know ing anything about it? 

Effective media relations means that you and the various area media have a good w orking 

relationship. Itôs a mutual relationship based on trust and honesty. They call you w hen they 

need answers on veteransô issues, and you know  who to call to provide a local angle to a 

national story regarding the American Legion Auxiliary.  

Good public relations begins w ith the Unit President and PR Chairman establishing policies and 

practices that are ethical, honest and in keeping w ith the public interest. 

Meet and Greet 

Many businesses and organizations w ill use a Meet and Greet as a method of introducing tw o 

or more parties to each other in a comfortable setting. These w ill generally involve some sort of 

incentive, usually food catered from restaurants, to encourage employees or members to 

participate. 

There are opposing schools of thought as to how  the specif ic mechanics of a Meet and Greet 

operate. The Gardiner school of thought states that unless specif ied as an informal event, all 

parties should arrive promptly at the time at w hich the event is scheduled to start. 

http://en.wikipedia.org/wiki/Gardiner
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The Kolanow ski school of thought, how ever, states that parties may arrive at any time after the 

event begins, in order to provide a more relaxed interaction environment.  

Managing language 

If  a politician or organization can use an apt phrase in relation to an issue, such as in interviews 

or new s releases, the news media w ill often repeat it verbatim, w ithout questioning the aptness 

of the phrase. This perpetuates both the message and w hatever preconceptions might underlie 

it. Often, something innocuous sounding can stand in for something greater; a "culture of life" 

sounds like general goodw ill to most people, but w ill evoke opposit ion to abortion for many pro-

life advocates. The phrase "States' rights" w as used as a code for anti-civil rights legislation in 

the United States in the 1960s, and, allegedly, the 70s, and 80s.  

Conveying the message 

The method of communication can be as important as a message. Direct 

mail, robocalling, advertising and public speaking are used depending upon the intended 

audience and the message that is conveyed. Press releases are also used, but since many 

new spapers are folding, they have become a less reliable w ay of communicating, and other 

methods have become more popular.  

Arts organizations have begun to rely more on their ow n websites and have developed a variety 

of unique approaches to publicity and public relations, on and off the web. [12] 

The country of  Israel has recently employed a series of Web 2.0 init iatives, including 

a blog,[13] MySpace page,[14] YouTubechannel,[15] Facebook page[16] and a polit ical blog to reach 

different audiences.[17] The Israeli Ministry of Foreign Affairs started the country's video blog as 

well as its political blog.[17] The Foreign Ministry held the f irst microblogging press 

conference via Tw itter about its w ar with Hamas, w ith Consul David Saranga answ ering live 

questions from a w orldw ide public in common text-messaging abbreviations.[18] The questions 

and answ ers were later posted on IsraelPolit ik, the country's off icial political blog.[19]  

Other 

Á Publicity events, pseudo-events, photo ops or publicity stunts 

Á The talk show  circuit. A PR spokesperson (or his/her client) "does the circuit" by being 

interview ed on television and radio talk shows w ith audiences that the client w ishes to reach. 

Á Books and other w ritings 

Á Blogs  

Á After a PR practitioner has been w orking in the f ield for a w hile, he or she accumulates a 

list of contacts in the media and elsew here in the public affairs sphere. This "Rolodex" becomes 
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a prized asset, and job announcements sometimes even ask for candidates w ith an existing 

Rolodex, especially those in the media relations area of PR.  

Á Direct communication (carrying messages directly to constituents, rather than through 

the mass media) w ith, e.g., newsletters ï in print and e-letters. 

Á Collateral literature, traditionally in print and now  predominantly as w eb sites. 

Á Speeches to constituent groups and professional organizations; receptions; seminars, 

and other events; personal appearances. 

Á The slang term for a PR practitioner or publicist is a "f lack" (sometimes spelled "f lak").  

Á A Desk Visit is w here the PR person literally takes their product to the desk of the 

journalist in order to show  them w hat they are promoting.  

Á Astroturfing is the act of PR agencies placing blog and online forum messages for their 

clients, in the guise of a normal "grassroots" user or comment.  

Á Online Social Media 
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Wiki: Methods, tools and tactics 

Public relations and publicity are not synonymous but many PR campaigns include provisions 

for publicity. Publicity is the spreading of information to gain public aw areness for a product, 

person, service, cause or organization, and can be seen as a result of effective PR planning.  

Publics targeting 

A fundamental technique used in public relations is to identify the target audience, and to tailor 

every message to appeal to that audience. It can be a general, nationw ide or worldw ide 

audience, but it is more often a segment of a population. Marketers often refer to economy-

driven "demographics," such as "black males 18-49," but in public relations an audience is more 

f luid, being w hoever someone w ants to reach. For example, recent political audiences include 

"soccer moms" and "NASCAR dads." There is also a psychographic grouping based on fitness 

level, eating preferences, "adrenaline junkies,"etc... 

In addit ion to audiences, there are usually stakeholders, literally people w ho have a "stake" in a 

given issue. All audiences are stakeholders (or presumptive stakeholders), but not all 

stakeholders are audiences. For example, a charity commissions a PR agency to create an 

advertising campaign to raise money to f ind a cure for a disease. The charity and the people 

with the disease are stakeholders, but the audience is anyone w ho is likely to donate money.  

Sometimes the interests of differing audiences and stakeholders common to a PR effort 

necessitate the creation of several distinct but still complementary messages. This is not alw ays 

easy to do, and sometimes ï especially in politics ï a spokesperson or client says something to 

one audience that angers another audience or group of stakeholders. 

Lobby groups 

Lobby groups are established to influence government policy, corporate policy, or public 

opinion. An example of this is the American Israel Public Affairs Committee, A IPA C, w hich 

influences American foreign policy. Such groups claim to represent a particular interest and in 

fact are dedicated to doing so. When a lobby group hides its true purpose and support base it is 

know n as a front group. Moreover, governments may also lobby public relations f irms in order to 

sw ay public opinion. A w ell illustrated example of this is the w ay civil w ar in Yugoslavia w as 

portrayed. Governments of new ly succeeded republics of Croatia and Bosnia invested heavily 

with American PR firms, so that the PR firms w ould give them a positive w ar image in the US. [11]  

Spin 

In public relations, "spin" is sometimes a pejorative term signifying a heavily biased portrayal in 

one's ow n favour of an event or situation. While tradit ional public relations may also rely on 

creative presentation of the facts, "spin" often, though not alw ays, implies disingenuous, 
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deceptive and/or highly manipu lative tactics. Politicians are often accused of spin by 

commentators and polit ical opponents, w hen they produce a counter argument or position.  

The techniques of "spin"s include selectively presenting facts and quotes that support one's 

position (cherry picking), the so-called "non-denial denial," phrasing in a w ay that assumes 

unproven truths, euphemisms for draw ing attention aw ay from items considered distasteful, and 

ambiguity in public statements. Another spin technique involves careful choice of timing in the 

release of certain news so it can take advantage of prominent events in the new s. A famous 

reference to this practice occurred when British Government press off icer  Jo Moore used the 

phrase It's now a very good day to get out anything we want to bury, 

(w idely paraphrased ormisquoted as "It's a good day to bury bad news"), in an email sent 

on September 11, 2001. The furor caused when this email w as reported in the press eventually 

caused her to resign. 

Spin doctor 

Skilled practitioners of spin are sometimes called "spin doctors," though probably not to their 

faces unless it is said facetiously. It is the PR equivalent of calling a writer a "hack." Perhaps the 

most w ell-know n person in the UK often described as a "spin doctor" isAlastair Campbell, w ho 

was involved with Tony Blair's public relations betw een 1994 and 2003, and also played a 

controversial role as press relations off icer to the British and Irish Lions rugby union side during 

their 2005 tour of New  Zealand. 

State-run media in many countries also engage in spin by selectively allow ing new s stories that 

are favorable to the government w hile censoring anything that could be considered critical. They 

may also use propaganda to indoctrinate or actively influence citizens' opinions. Privately run 

media also uses the same techniques of 'issue' versus 'non-issue' to spin its particular political 

view points. 

Black Public Relations  (BPR) or negative PR is a process of destroying someone's reputation 

and corporate identity. In other w ords, instead of concentrating efforts in the maintenance and 

the creation of a positive reputation/ image of your clients, you are trying to discr_ someone' 

else (usually your business rivals). Unlike the regular services in Public Relations, those in BPR 

rely on the development of industries such as IT security, industrial espionage, social 

engineering and competitive intelligence. Their main objective is f inding all of the dirty secrets of 

their target and turning them against their very own holder. 

The building of a Black PR campaign, also know n as a dirty tricks or a smear campaign is a 

long and a complex operation. Traditionally it starts w ith an extensive information gathering and 

follow s the other needs of a precise competitive research. The gathered information is being 

used after that as a part of a greater strategical planning, aiming to destroy the relationship 

betw een the company and its stakeholders.  
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A smear campaign, smear tactic or simply smear is a metaphor for activity that can harm an 

individual or group's reputation by conflation w ith a stigmatized group. Sometimes smear is 

used more generally to include any reputation-damaging activity, including such colloquialisms 

as mud slinging. 

Common targets are public off icials, polit icians, and political candidates. Smear campaigns are 

often based on information gleaned from opposition research conducted by paid polit ical 

consultants. To a lesser degree, the term can refer to an attempt to damage a private person's 

reputation; for example, during a tr ial, the opposing counsel may attempt to cast doubt on the 

reliability of a w itness. 

The concept of the smear campaign is related to the concepts of  propaganda, media 

bias, yellow  journalism, and other falsehood-related terms such as libel and pejoration. In 

extreme cases, smear campaigns may lead to w idespread persecution, such as in the case of 

the Dolchstoßlegende beforeWWII. 

A smear campaign is an intentional, prem_ated effort to undermine an individual's or group's 

reputation, credibility, and character. "Mud slinging", like negative campaigning, most often 

targets government off icials, politicians, polit ical candidates, and other public f igures. How ever, 

private persons or groups may also become targets of smear campaigns perpetrated in schools, 

companies, institutions, families, and other social groups. 

Smear tactics differ from normal discourse or debate in that they do not bear upon the issues or 

arguments in question. A smear is a simple attempt to malign a group or an individual and to 

attempt to undermine their credibility. 

Smears often consist of  ad hominem attacks in the form of unverif iable rumors and are often 

distortions, half -truths, or even outright lies; smear campaigns are often propagated 

by gossip spreading. Even w hen the facts behind a smear are show n to lack proper foundation, 

the tactic is often effective because the target's reputation is tarnished before the truth is know n. 

Smears are also effective in diverting attention aw ay from the matter in question and onto the 

individual or group. The target of the smear is typically forced to defend his reputation rather 

than focus on the previous issue. 

Smear tactics are considered by many to be a low , disingenuous form of discourse; they are 

nevertheless very common.  

Front groups 

One of the most controversial practices in public relations is the use of  front groups ï 

organizations that purport to serve a public cause w hile actually serving the interests of a client 

whose sponsorship may be obscured or concealed. Critics of the public relations industry, s uch 

as PR Watch, have contended that Public Relations involves a "multi-billion dollar propaganda-
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for-hire industry" that "concoct[s] and spin[s] the new s, organize[s] phoney 'grassroots' front 

groups, sp[ies] on citizens, and conspire[s] w ith lobbyists and politicians to thw art 

democracy." [1]. 

Instances of the use of front groups as a PR technique have been documented in many 

industries. Coal mining corporations have created environmental groups that contend that 

increased CO2 emissions and global w arming w ill contribute to plant grow th and w ill be 

beneficial, trade groups for bars have created and funded citizens' groups to attack anti-alcohol 

groups, tobacco companies have created and funded citizens' groups to advocate for  tort 

reform and to attack personal injury lawyers, while trial law yers have created "consumer 

advocacy" front groups to oppose tort reform.[2][3][4] 
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History of public relations 

From Wikipedia, the free encyclopedia 

The history of public relations is mostly confined to the early half of the tw entieth century; 

how ever there is evidence of the practices scattered through history. One notable practitioner 

was Georgiana Cavendish, Duchess of Devonshirew hose efforts on behalf of  Charles James 

Fox in the 18th century included press relations, lobbying and, w ith her friends, celebrity 

campaigning [1].  

A number of American precursors to public relations are found in the form of publicists w ho 

specialized in promoting circuses, theatrical performances, and other public spectacles. In the 

United States, w here public relations has its origins, many early public relations practices were 

developed in support of railroads. In fact, many scholars believe that the f irst appearance of the 

term "public relations" appeared in the 1897 Year Book of Railway Literature [2]. 

Later, practitioners w ere ð and are still often ð recruited from the ranks of journalism. Some 

reporters concerned w ith ethics criticize former colleagues for using their inside understanding 

of news media to help clients receive favorable media coverage. 

 [_]The first "names"  

Some historians regard Ivy Lee as the f irst real practitioner of public relations, but Edw ard 

Bernays, a nephew  and student of  Sigmund Freud, is generally regarded today as the 

profession's founder. In the United Kingdom Sir Basil Clarke (1879 - 1947) w as a pioneer of 

public relations. 

The First World War helped stimulate the development of public relations as a profession. Many 

of the f irst PR professionals, including Ivy Lee,Edw ard Bernays, John W. Hill, and Carl Byoir, 

got their start w ith theCommittee on Public Information (also know n as the Creel Committee), 

which organized publicity on behalf of U.S. objectives during Wor ld War I.  

Edw ard Bernays was the self -appointed Father of Public Relations.  

In describing the origin of the term Public Relations, Bernays commented, "When I came back 

to the United States [from the w ar], I decided that if  you could usepropaganda for war, you could 

certainly use it for peace. And propaganda got to be a bad w ord because of the Germans ... 

using it. So w hat I did w as to try to f ind some other w ords, so we found the w ords Counsel on 

Public Relations".  

Ivy Lee, w ho has been cr_ed w ith developing the modern new s release (also called a "press 

release"), espoused a philosophy consistent w ith w hat has sometimes been called the "tw o-way 

street" approach to public relations in w hich PR consists of helping clients listen as w ell as 

communicate messages to their publics. In the w ords of the Public Relations Society of 
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America (PRSA), "Public relations helps an organization and its publics adapt mutually to each 

other." In practice, how ever, Lee often engaged in one-w ay propagandizing on behalf of clients 

despised by the public, including Standard Oil founder John D. Rockefeller. Shortly before his 

death, the US Congress had been investigating Rockefeller's w ork on behalf of the 

controversial Nazi Germancompany IG Farben. 

Bernays was the profession's f irst theorist. Bernays drew many of his ideas from Sigmund 

Freud's theories about the irrational, unconscious motives that shape human behaviour. 

Bernays authored several books, including Crystallizing Public 

Opinion (1923), Propaganda (1928), and The Engineering of Consent (1947). He saw  public 

relations as an "applied social science" that uses insights from psychology, sociology, and other 

disciplines to scientif ically manage and manipulate the thinking and behavior of an irrational and 

"herdlike" public. "The conscious and intelligent manipulation of the organized habits and 

opinions of the masses is an important element in democratic society," he w rote inPropaganda, 

"Those w ho manipulate this unseen mechanism of society constitute an invisible government 

which is the true ruling pow er of our country." 

In the 1890s w hen gender role reversals could be caricaturized, the idea of an aggressive 

woman w ho also smoked w as considered laughable. In 1929, Edw ard Bernays proved 

otherw ise when he convinced women to smoke in public during an Easter parade in Manhattan 

as a show  of defiance against male domination. The demonstrators w ere not aw are that a 

tobacco company w as behind the publicity stunt. 

One of Bernays' early clients w as the tobacco industry. In 1929, he orchestrated a now-

legendary publicity stuntaimed at persuading w omen to take upcigarette smoking, an act that at 

the time w as exclusively equated w ith men. It w as considered unfeminine and inappropriate for 

women to smoke; besides the occasional prostitute, virtually no w omen participated in the act 

publicly. ( Indeed, in some countries this is very much still the case.[citation needed]) 

Bernays initially consulted psychoanalyst A. A. Brill for advice, Brill told him: "Some w omen 

regard cigarettes as symbols of freedom... Smoking is a sublimation of oral eroticism; holding a 

cigarette in the mouth excites the oral zone. It is perfectly normal for w omen to w ant to smoke 

cigarettes. Further the f irst women w ho smoked probably had an excess of male components 

and adopted the habit as a masculine act. But today the emancipation of w omen has 

suppressed many feminine desires. More w omen now  do the same w ork as men do.... 

Cigarettes, w hich are equated w ith men, become torches of freedom." [citation needed] 

Upon hearing this analysis, Bernays dubbed his PR campaign the: "Torches of Liberty 

Contingent".  

It w as in this spirit that Bernays arranged for New  York City débutantes to march in that year's 

Easter Day Parade, defiantly smoking cigarettes as a statement of rebellion against the norms 

of a male-dominated society. Publicity photos of these beautiful fashion models smoking 

"Torches of Liberty" were sent to various media outlets and appeared w orldw ide. As a result, 
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the taboo w as dissolved and many w omen w ere led to associate the act of smoking w ith female 

liberation. Some w omen w ent so far as to demand membership in all-male smoking clubs, a 

highly controversial act at the time. For his w ork, Bernays was paid a tidy sum by George 

Washington Hill,  president of the American Tobacco Company. 

Though not a commercial success in Europe,Paul Chabas's September Morn ended up in the 

permanent collection of the New  York Metropolitan Museum of Art after scandalising Anthony 

Comstock. 

Another early practitioner w as Harry Reichenbach(1882-1931) a New  York-based American 

press agent and publicist w ho promoted movies. He claims to have made famous the Paul 

Chabaspainting, September Morn. Supposedly, he saw  a print in a Chicago art store w indow . 

He made a deal w ith the store owner who had not sold any of his 2,000 prints. Reichenbach had 

hired some boys to "ogle" the picture w hen he show ed it to the moralist crusader  Anthony 

Comstock. Comstock w as suitably outraged w hen he saw  it. Comstock's Anti-Vice Society took 

the case to the court and lost. How ever, the case aroused interest to the painting, w hich 

ultimately sold millions of copies. 

[_]Standards 

In 1950 PRSA enacts the f irst "Professional Standards for the Practice of Public Relations," a 

forerunner to the current Code of Ethics, last revised in 2000 to include six core values and six 

code provisions. The six core values are "Advocacy, Honesty, Expertise, Independence, 

Loyalty, and Fairness." The six code provisions consulted w ith are "Free Flow  of Information, 

Competition, Disclosure of Information, Safeguarding Confidences, Conflicts of Interest, and 

Enhancing the Profession." 

In 1982 effective Public Relations helped save the Johnson & Johnson Corporation, after the 

highly publicized Tylenol poisoning crisis.  
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PR-RELATED PROFESSIONS 

Communications management 

From Wikipedia, the free encyclopedia 

Communications management is the systematic planning, implementing, monitoring, and 

revision of all the channels of communication w ithin an organization, and betw een 

organizations; it also includes the organization and dissemination of new  communication 

directives connected w ith an organization, netw ork, or communications technology. Aspects of 

communications management include developing corporate communication  strategies, 

designing internal and external communications directives, and managing the f low  of 

information, including online communication. New  technology forces constant innovation on the 

part of communications managers. 

[_]The w eekly reporting method 

One simple and popular communications method is called the w eekly reporting method: every 

employee composes an e-mail report, once a w eek, including information on their activities in 

the preceding w eek, their plans for the follow ing week, and any other information deemed 

relevant to the larger group, bearing in mind length considerations. Reports are sent to 

managers, w ho summarize and report to their ow n managers, eventually leading to an overall 

summary led by the CEO, w hich is then sent to the board of directors. The CEO then sends the 

board's summary back dow n the ladder, w here each manager can append an additional 

summary or note before referring it to their employees. 

Eventually, each employee w ill receive a long e-mail, containing many or all of the above-

mentioned summar ies, from every level of management; reading the full result is rarely a 

requirement. Curious or ambitious employees are considered more likely to read the result; 

task-centered employees, how ever, are not. 

Communications management is the systematic planning, implementing, monitoring, and 

revision of all the channels of communication w ithin an organization, and betw een 

organizations; it also includes the organization and dissemination of new  communication 

directives connected w ith an organization, netw ork, or communications technology. Aspects of 

communications management include developing corporate communication strategies, 

designing internal and external communications directives, and managing the f low  of 

information, including online communication. New  technology forces constant innovation on the 

part of communications managers. 
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Journalism 

From Wikipedia, the free encyclopedia 

Journalism  is the craft of conveying news, descriptive material and comment via a w idening 

spectrum of media. These include new spapers,magazines, radio andtelevision, the internet and 

even, more recently, thecellphone (or mobile phone). Journalistsðbe they w riters, 

editors or photographers; broadcast presenters or producersðserve as the chief purveyors 

of information and opinion in contemporary mass society According to BBC journalist, Andrew  

Marr, "News is what the consensus of journalists determines it to be." [1]  

From informal beginnings in the Europe of the 18th century, stimulated by the arrival of 

mechanized printingðin due course by mass production and in the 20th century by electronic 

communications technologyðtoday's engines of journalistic enterprise include 

large corporations w ith global reach. 

The formal status of journalism has varied historically and, still varies vastly, from country to 

country. The modern state and hierarchical pow er structures in general have tended to see the 

unrestricted f low of information as a potential threat, and inimical to their ow n proper 

function.Hitler described the Press as a "machine for mass instruction," ideally, a "kind of school 

for adults." [2] Journalism at its most vigorous, by contrast, tends to be propelled by the 

implications at least of the attitude epitomized by the Australian journalist John Pilger: "Secretive 

pow er loathes journalists w ho do their job, w ho push back screens, peer behind façades, lif t 

rocks. Opprobrium from on high is their badge of honour." 

The rapid rise of Internet technology, in particular the advent of  bloggingand social 

netw orking software, further destabilize journalism as tradit ionally understood and its 

practitioners as a distinct professional category. Combined w ith the increasing leakage 

of advertising revenue from pre-existing journalistic media into the internet, the full impact of the 

arrival of the citizen journalistðpotentially positive (proliferation having thus far proved more 

diff icult to police) as w ell as negativeðis yet to be seen. 
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Mandatory Reading: Theaker, Chapter 15; Consumer 

Public Relations 

Marketing 

From Wikipedia, the free encyclopedia 

Marketing is an integrated communications-based process through which individuals and 

communities are informed or persuaded that existing and new ly-identif ied needs and w ants may 

be satisfied by the products and services of others. 

Definit ion 

Marketing is used to create the customer, to keep the customer and to satisfy the customer. 

With the customer as the focus of its activities, it can be concluded that Marketing is one of the 

premier components of Business Management - the other being Operations(or Production). 

Other services and management activities such as Human Resources, Accounting, Law  and 

Legal aspects can be "bought in" or "contracted out".  

Marketing is defined by the American Marketing Association as the activity, set of institutions, 

and processes for creating, communicating, delivering, and exchanging offerings that have 

value for customers, clients, partners, and society at large. [1] The term developed from the 

original meaning w hich referred literally to going to a market to buy or sell goods or services. 

The Chartered Institute of Marketing defines marketing as "The management process 

responsible for identifying, anticipating and satisfying customer requirements profitably."[2] 

Marketing practice tended to be seen as a creative industry in the past, w hich 

included advertising, distribution and selling. How ever, because the academic study of 

marketing makes extensive use of  social 

sciences,psychology, sociology, mathematics, economics, anthropology andneuroscience, the 

profession is now  widely recognized as a science, allow ing numerous universities to offer 

Master-of-Science (MSc) programmes. The overall process starts w ith marketing research and 

goes through market segmentation, business planning and execution, ending w ith pre and post-

sales promotional activit ies. It is also related to many of the creative arts. The marketing 

literature is also adept at re-inventing itself and its vocabulary according to the times and the 

culture. 

Seen from a systems point of view , sales process engineering view s marketing as a set of 

processes that are interconnected and interdependent w ith other functions [3], whose methods 

can be improved using a variety of relatively new  approaches. 
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The Four Ps 

Main article: Marketing mix 

In the early 1960s, Professor Neil Borden at Harvard Business Schoolidentif ied a number of 

company performance actions that can influence the consumer decision to purchase goods or 

services. Borden suggested that all those actions of the company represented a ñMarketing 

Mixò. Professor E. Jerome McCarthy, at the Michigan State University in the early 1960s, 

suggested that the Marketing Mix contained 4 elements: product, price, place and promotion.  

Á Product: The product aspects of marketing deal w ith the specif ications of the actual 

goods or services, and how  it relates to the end-user's needs and w ants. The scope of a 

product generally includes supporting elements such as w arranties, guarantees, and support. 

Á Pricing: This refers to the process of setting a price for a product, including discounts. 

The price need not be monetary; it can simply be w hat is exchanged for the product or services, 

e.g. time, energy, or attention. Methods of setting prices optimally are in the domain of pricing 

science. 

Á Placement (or distribution): refers to how the product gets to the customer; for example, 

point-of-sale placement or retailing. This third P has also sometimes been called Place, referring 

to the channel by w hich a product or service is sold (e.g. online vs. retail), w hich geographic 

region or industry, to w hich segment (young adults, families, business people), etc. also 

referring to how  the environment in w hich the product is sold in can affect sales. 

Á Promotion: This includes advertising, sales promotion, includingpromotional 

education, publicity, and personal selling. Branding refers to the various methods of promoting 

the product, brand, or company. 

These four elements are often referred to as the marketing mix,[4] w hich a marketer can use to 

craft a marketing plan. 

The four Ps model is most useful w hen marketing low  value consumer products. Industrial 

products, services, high value consumer products require adjustments to this model. Services 

marketing must account for the unique nature of services. 

Industrial or B2B marketing must account for the long term contractual agreements that are 

typical in supply chain transactions. Relationship marketing attempts to do this by looking at 

marketing from a long term relationship perspective rather than individual transactions.  

As a counter to this, Morgan, in Riding the Waves of Change (Jossey-Bass, 1988), suggests 

that one of the greatest limitations of the 4 Ps approach "is that it unconsciously emphasizes the 

insideïout view  (looking from the company outw ards), whereas the essence of marketing 

should be the outsideïin approach". 
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In order to recognize the different aspects of selling services , as opposed to Products , a 

further three Ps w ere added to make a range of Seven Ps for service industries: 

Process  - the way in w hich orders are handled and customers satisfied 

Physical Evidence  - what customers can see of the selling surroundings- the shop style, the 

buying experience 

People  - the people meeting and dealing w ith the customers. 

 

As markets have become more satisfied, the 7 Ps have become relevant to those companies 

selling products, as w ell as those solely involved w ith services: customers now  differentiate 

betw een sellers of goods by the service they receive in the provcess from the people involved.  

Some authors cite a further P - Packaging - this is thought by many to be part of  Product, but 

in certain markets (Japan, China for example) and w ith certain products (perfume, cosmetics) 

the packaging of a product has a greater importance - maybe even than the product itself. 

Branding 

Main article: Brand 

A brand is a name, term, design, symbol, or other feature that distinguishes products and 

services from competitive offerings. A brand is more than a name, design or symbol. Brand 

reflects personality of the company w hich is organizational culture.  

A brand has also been defined as an identif iable entity that makes a specif ic value based on 

promises made and kept either actively or passively. 

Branding means creating reference of certain products in mind.  

Co-branding involves marketing activity involving tw o or more products. 

Publicity 

Publicity involves attaining space in media, w ithout having to pay directly for such coverage. As 

an example, an organization may have the launch of a new  product covered by a newspaper or 

TV new s segment. This benefits the f irm in question since it is making consumers aw are of its 

product, w ithout necessarily paying a newspaper or television station to cover the event. 

[_]Advertising 

Advertising occurs when a f irm directly pays a media channel to publicize its product. Common 

examples of this include TV and radio adverts, billboards, branding, sponsorship, etc. 

 

 

http://en.wikipedia.org/wiki/Brand
http://en.wikipedia.org/wiki/Co-branding
http://en.wikipedia.org/w/index.php?title=Marketing&action=edit&section=23


27 | P u b l i c  R e l a t i o n s  S t r a t e g y  &  P r a c t i c e  R e a d e r  ς F a l l  2 0 0 9 

 

Marketing and PR- an Uneasy Relationship? 

How Public Relations and Marketing Co-exist 

© Paula Sainthouse 

 Sep 10, 2009, Suite 101.com 

 

It is not uncommon for one department to be lit tle more than the subdivision or tool of the other. 

To the chagrin of many PR professionals, it is almost invariably PR that it is the absorbed 

department, coming under the control of Marketing.  

Gregory (2006a) regards this as a problem in establishing better regard for the value of Public 

Relations. She comments: 

ñ...for many marketing people public relations is all about getting free ópublicityô in the media to 

support the promotion of products and services to consumers.ò 

Marketing and PR as Rivals? 

Gregoryôs comment is made in the context of a brief review of the relationship between 

marketing and PR. She describes it as ófractiousô (Gregory 2006a), a view supported by others 

who have termed it a óPower struggleô (Oliver 2006) and óAdversarialô (Theaker 2006). Marketing 

and PR can tend to encroach on each otherôs territory, and compete for their organisations 

regard or resources. Marketing may historically have been the more valued function; although 

PR is gaining higher status, marketing still receives larger budgets (Kitchen 1997, cited Theaker 

2006). 

Duties of Marketing and PR 

Separation of the duties of PR and Marketing can be diff icult, depending on how  they are 

organised. Hallahan (1992, cited Grunig and Grunig 1998) proposes six possible arrangements 

for the two functions in a business: (1) celibate (Either PR or Marketing exists), (2) co-

existent (operating independently), (3) combative (operating at odds), (4) co-optive (one function 

usurps the other), (5) coordinated (the two functions independent but w orking together) or 

(6) combined (the two functions share a single unit). If  combined, PR and Marketing form a 

single ócommunicationsô function; If PR is then the responsibility of a marketing manager, it 

would be more likely to be relegated to a supportive tool of that department.  

Defining Marketing and PR 

Theorists propose that the lack of an agreed definition of PR contributes to its identity issues 

and continual overlapping w ith other disciplines like marketing. Marketing definitions are 

consistent, incorporating profitability and the customer, e.g. the CIM definit ion;  
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'Marketing is the management process responsible for identifying, anticipating and satisfying 

customer requirements profitably.' (CIM 2006) 

By contrast there are various definitions of PR in circulation. The follow ing example is just one 

of many, and not one has been accepted as the definitive definit ion.  

óInfluencing behaviour to achieve objectives through the effective management of relationships 

and communications.ô (DTI and IPR 2003, cited Edw ards 2006 pp 6) 

This difficulty of providing an agreed definition does also illustrate just how broad PRôs remit can 

be, and how  many different roles practitioners may fill. This factor allow s for blurring betw een 

other disciplines.  

To confuse matters, Marketing PR is thriving, and agencies operate Marketing campaigns 

centred on PR techniques.  

PR w as identif ied as the type of marketing activity that offered the best return on investment for 

start up for small to medium enterprises (Financial Times, cited Pr itchard et al 2006) and a 

marketing communications campaign was PR weeksô óCampaign of the Year 2006ô; The 

óNintendogsô launch campaign by Cake Group. 

How ever most PR practitioners are anxious to highlight this as just part of their remit- marketing 

and related services remains a very small part of w hat PR actually is and w hat it can do. 
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Propaganda 

From Wikipedia, the free encyclopedia 

Propaganda is communication aimed at influencing the att itude of a community tow ard some 

cause or position. As opposed to impartiallyproviding information, propaganda in its most basic 

sense, presents information primarily to influence an audience. Propaganda often presents facts 

selectively (thus lying by omission) to encourage a particular synthesis, or uses loaded 

messages to produce an emotional rather than rational response to the information presented. 

The desired result is a change of the attitude tow ard the subject in the target audience to further 

a polit ical agenda. 

The English term is an 18th century coinage, from the Latin feminine gerund of  propagare "to 

propagate", originally in Congregatio de Propaganda Fide "Congregation for Propagating the 

Faith," a committee of cardinals established 1622 byGregory XV. In its turn, the 

wordpropagare is related to the w ordpropages, "a slip, a cutting of a vine"[1] and refers to 

the gardener's practice to disseminate plants by planting shoots. [2]  

The term is not pejorative in origin, the polit ical sense dates to World War I. 

Below  are a number of techniques for generating propaganda:  

Ad hominem 

A Latin phrase that has come to mean attacking your opponent, as opposed to attacking their 

arguments. 

Ad nauseam 

This argument approach uses tireless repetition of an idea. An idea, especially a simple slogan, 

that is repeated enough times, may begin to be taken as the truth. This approach w orks best 

when media sources are limited and controlled by the propagator.  

Appeal to authority  

Appeals to authority cite prominent f igures to support a position, idea, argument, or course of 

action. 

Appeal to fear 

Appeals to fear seek to build support by instilling anxieties and panic in the general population, 

for example, Joseph Goebbels exploited Theodore Kaufman's Germany Must Perish! to claim 

that the Allies sought the extermination of the German people.  

Appeal to prejudice 
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Using loaded or emotive terms to attach value or moral goodness to believing the proposit ion.  

Bandw agon 

Bandw agon and "inevitable-victory" appeals attempt to persuade the target audience to join in 

and take the course of action that "everyone else is taking." 

Inevitable victory: invites those not already on the bandw agon to join those already on the road 

to certain victory. Those already or at least partially on the bandw agon are reassured that 

staying aboard is their best course of action. 

Join the crow d: This technique reinforces people's natural desire to be on the w inning side. This 

technique is used to convince the audience that a program is an expression of an irresistible 

mass movement and that it is in their best interest to join.  

Black-and-White fallacy 

Presenting only tw o choices, w ith the product or idea being propagated as the better choice. 

(e.g., "You are either w ith us, or you are w ith the enemy") 

Beautiful people 

The type of propaganda that deals w ith famous people or depicts attractive, happy people. This 

makes other people think that if  they buy a product or follow  a certain ideology, they too w ill be 

happy or successful. 

Big Lie 

The repeated articulation of a complex of events that justify subsequent action. The descriptions 

of these events have elements of truth, and the "big lie" generalizations merge and eventually 

supplant the public's accurate perception of the underlying events. After World War I the 

German Stab in the back explanation of the cause of their defeat became a justif ication for Nazi 

re-militarization and revanchist aggression. 

Common man 

The "'plain folks'" or "common man" approach attempts to convince the audience that the 

propagandist's positions reflect the common sense of the people. It is designed to w in the 

confidence of the audience by communicating in the common manner and style of the target 

audience. Propagandists use ordinary language and mannerisms (and clothe their message in 

face-to-face and audiovisual communications) in attempting to identify their point of view  with 

that of the average person. For example, a propaganda leaflet may make an argument on a 

macroeconomic issue, such as unemployment insurance benefits, using everyday terms: "given 

that the country has little money during this recession, we should stop paying unemployment 
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benefits to those w ho do not w ork, because that is like maxing out all your cr_ cards during a 

tight period, w hen you should be tightening your belt."  

Demonizing the enemy  

Making individuals from the opposing nation, from a different ethnic group, or those w ho support 

the opposing view point appear to be subhuman (e.g., the Vietnam War-era term "gooks" 

for National Front for the Liberation of South Vietnam aka Vietcong, (or 'VC') soldiers), 

worthless, or immoral, through suggestion or false accusations. 

Direct order 

This technique hopes to simplify the decision making process by using images and w ords to tell 

the audience exactly w hat actions to take, eliminating any other possible choices. Authority 

f igures can be used to give the order, overlapping it w ith theAppeal to authority technique, but 

not necessarily. The Uncle Sam"I w ant you" image is an example of this technique.  

Disinformation 

The creation or deletion of information from public records, in the purpose of making a false 

record of an event or the actions of a person or organization, including outright forgery of 

photographs, motion pictures, broadcasts, and sound recordings as well as printed documents.  

Euphoria 

The use of an event that generates euphoria or happiness, or using an appealing event to boost 

morale. Euphoria can be created by declaring a holiday, making luxury items available, or 

mounting a military parade w ith marching bands and patriotic messages. 

Flag-w aving 

An attempt to justify an action on the grounds that doing so w ill make one more patriotic, or in 

some w ay benefit a group, country, or idea. The feeling of patriotism this technique attempts to 

inspire may not necessarily diminish or entirely omit one's capability for rational examination of 

the matter in question.  

Glittering generalit ies 

Glittering generalit ies are emotionally appealing w ords applied to a product or idea, but w hich 

present no concrete argument or analysis. A famous example is the campaign slogan "Ford has 

a better idea!"  

Half-truth 

A half-truth is a deceptive statement, w hich may come in several forms and includes some 

element of truth. The statement might be partly true, the statement may be totally true but only 
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part of the w hole truth, or it may utilize some deceptive element, such as improper punctuation, 

or double meaning, especially if  the intent is to deceive, evade blame or misrepresent the truth.  

Intentional vagueness 

Generalities are deliberately vague so that the audience may supply its ow n interpretations. The 

intention is to move the audience by use of undefined phrases, w ithout analyzing their validity or 

attempting to determine their reasonableness or application. The intent is to cause people to 

draw  their ow n interpretations rather than simply being presented w ith an explicit idea. In trying 

to "f igure out" the propaganda, the audience forgoes judgment of the ideas presented. Their 

validity, reasonableness and application may still be considered. 

Labeling 

A Euphemism is used w hen the propagandist attempts to increase the perceived quality, 

credibility, or creedence of a particular ideal. A Dysphemism is used w hen the intent of the 

propagandist is to discr_, diminish the perceived quality, or hurt the perceived righteousness of 

the Mark. By creating a ' label' or 'category' or 'faction' of a population, it is much easier to make 

an example of these larger bodies, because they can uplift or defame the Mark w ithout actually 

incuring legal-defamation. Example: "Liberal" is a dysphamsim intended to diminish the 

perceived credibility of a particular Mark. By taking a displeasing argument presented by a 

Mark, the propagandist can quote that person, and then attack ' liberals' in an attempt to both (1) 

create a political battle-ax of unaccountable aggression and (2) diminish the quality of the Mark. 

If the propagandist uses the label on too-many perceivably credible individuals, muddying up 

the w ord can be done by broadcasting bad-examples of 'liberals' into the media. Labeling can 

be thought of as a sub-set of Guilt by association, another logical fallacy. 

Name-calling 

Propagandists use the name-calling technique to incite fears and arouse prejudices in their 

hearers in the intent that the bad names w ill cause hearers to construct a negative opinion 

about a group or set of beliefs or ideas that the propagandist w ould w ish hearers to denounce. 

The method is intended to provoke conclusions about a matter apart from impartial 

examinations of facts. Name-calling is thus a substitute for rational, fact-based arguments 

against the an idea or belief on its ow n merits.[7] 

Obtain disapproval or Reductio ad Hitlerum 

This technique is used to persuade a target audience to disapprove of an action or idea by 

suggesting that the idea is popular w ith groups hated, feared, or held in contempt by the target 

audience. Thus if a group that supports a certain policy is led to believe that undesirable, 

subversive, or contemptible people support the same policy, then the members of the group 

may decide to change their original position. This is a form of bad logic, w here a is said to equal 

X, and b is said to equal X, therefore, a = b.  
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Oversimplif ication 

Favorable generalit ies are used to provide simple answ ers to complex social, political, 

economic, or military problems. 

 Quotes out of Context 

Selective _ing quotes to change meaningsðpolitical documentaries designed to discr_ an 

opponent or an opposing political view point often make use of this technique.  

Rationalization 

Individuals or groups may use favorable generalities to rationalize questionable acts or beliefs. 

Vague and pleasant phrases are often used to justify such actions or beliefs. 

Red herring 

Presenting data or issues that, w hile compelling, are irrelevant to the argument at hand, and 

then claiming that it validates the argument.  

Repetition 

This type of propaganda deals w ith a jingle or w ord that is repeated over and over again, thus 

getting it stuck in someones head, so they can buy the product. The "Repetit ion" method has 

been described previously. 

Scapegoating 

Assigning blame to an individual or group, thus alleviating feelings of guilt from responsible 

parties and/or distracting attention from the need to f ix the problem for w hich blame is being 

assigned. 

Slogans  

A slogan is a brief, striking phrase that may include labeling and stereotyping. Although slogans 

may be enlisted to support reasoned ideas, in practice they tend to act only as emotional 

appeals. Opponents of the US's invasion and occupation of Iraq use the slogan "blood for oil" to 

suggest that the invasion and its human losses w as done to access Iraq's oil riches. On the 

other hand, "haw ks" who argue that the US should continue to f ight in Iraq use the slogan "cut 

and run" to suggest that it w ould be cow ardly or weak to w ithdraw  from Iraq. Similarly, the 

names of the military campaigns, such as "enduring freedom" or "just cause", may also be 

regarded to be slogans, devised to influence people.  

Stereotyping 
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This technique attempts to arouse prejudices in an audience by labeling the object of the 

propaganda campaign as something the target audience fears, hates, loathes, or f inds 

undesirable. For instance, reporting on a foreign country or social group may focus on the 

stereotypical traits that the reader expects, even though they are far from being representative 

of the w hole country or group; such reporting often focuses on the anecdotal. In graphic 

propaganda, including w ar posters, this might include portraying enemies w ith stereotyped 

racial features. 

Testimonial 

Testimonials are quotations, in or out of context, especially cited to support or reject a given 

policy, action, program, or personality. The reputation or the role (expert, respected public 

f igure, etc.) of the individual giving the statement is exploited. The testimonial places the off icial 

sanction of a respected person or authority on a propaganda message. This is done in an effort 

to cause the target audience to identify itself w ith the authority or to accept the authority's 

opinions and beliefs as its own. See also, damaging quotation 

Transfer 

Also know n as association, this is a technique that involves projecting the posit ive or negative 

qualit ies of one person, entity, object, or value onto another to make the second more 

acceptable or to discr_ it. It  evokes an emotional response, w hich stimulates the target to 

identify w ith recognized authorities. Often highly visual, this technique often utilizes symbols 

superimposed over other visual images. These symbols may be used in place of w ords; for 

example, placing sw astikas on or around a picture of an opponent to associate the opponent 

with Naziism. 

Unstated assumption 

This technique is used w hen the propaganda concept that the propagandist intends to transmit 

would seem less credible if explicit ly stated. The concept is instead repeatedly assumed or 

implied. 

Virtue w ords 

These are w ords in the value system of the target audience that produce a posit ive image w hen 

attached to a person or issue. Peace, happiness, security, w ise leadership, freedom, "The 

Truth", etc. are virtue w ords. In countries such as the U.S. religiosity is seen as a virtue, making 

associations to this quality affectively beneficial. SeeTransfer. 

Case Study: Iraq War 

The United States and Iraq both contributed to the use of propaganda and like strategy during 

the Iraq War. With the grow ing discomfort in the hearts of the American and Iraqi people, there 

needed to be a w ay to gain the support of the on-going w ar. The United States established 
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campaigns tow ards the American people on the justif ications of the w ar while using similar 

tactics to bring dow n Saddam Husseinôs regime in Iraq.[21] By looking at the w ays America and 

Iraq used propaganda to benef it their individual view s it is clear that both sides had similar ideas 

on how  to gain the support needed to w in the w ar. 

Iraqi Propaganda 

The Iraqi insurgency had a plan, and that w as to gain as much support as possible by using 

violence as their propaganda tool.[22] By using the inspiration of the Vietcong[23], 

the insurgents w ere using rapid movement to keep the coalit ion off-balance.[22] By using low -

technology strategies to convey their messages, they w ere able to gain support. [24] Graff iti 

slogans w ere used on w alls and houses praising the virtues of many group leaders w hile 

condemning the Iraqi government. Others used flyers, leaflets, articles and self published 

new spapers and magazines to get the point across.[24] 

Low -tech methods w ere most common in Iraqi propaganda how ever, they were also proficient in 

high-tech methods. The insurgents w ould produce CDs and DVDs and distribute them in 

communities that the Iraq and the U.S. Government w ere trying to influence.[25] The insurgents 

designed advertisements that cost a fraction of w hat the U.S. w as spending on their ads aimed 

at the same people in Iraq w ith much more success.[25] In Addition, the Iraqis also created and 

established an Arabic language television station to transmit information to the people of Iraq 

about the rumors and lies that the Americans w ere spreading about the w ar. [23] 

American Propaganda in Iraq 

For the U.S. to achieve their aim of a moderate, pro-w estern Iraq, the U.S. authorit ies have 

been careful to avoid conflict w ith Islamic culture that w ould produce passionate reaction from 

the Iraqis. As a result, differentiating betw een "good" and "bad" Islams has proved challenging 

for the U.S.[23] 

The U.S. implemented something called ñBlack Propagandaò by creating false radio 

personalities that w ould disseminate pro-American information but supposedly run by the 

supporters of Saddam Hussein. One radio station used w as Radio Tikrit. [23]Another example of 

Americaôs attempt with Black Propaganda is that the U.S. paid Iraqis to publish articles written 

by American troops in their new spapers under the idea that they are unbiased and real 

accounts; this was brought forth by the New York Times in 2005.[26]The article stated that it w as 

the Lincoln Group w ho had been hired by the U.S. government to create the propaganda, 

how ever their names w ere later cleared from any w rong doing.[27] 

The U.S. was more successful with the ñVoice of Americaòcampaign, which is an old Cold 

War tactic that exploited peopleôs desire for information.[23] While the information they gave out 

to the Iraqis w as truthful, they w ere in a high degree of competit ion w ith the opposing forces 

after the censorship of the Iraqi media w as lif ted w ith the removal of Saddam from pow er. [28] If  

the U.S. had w ished to be more successful w ith their news media they could have follow ed 
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Husseinôs lead and prohibited Satellite TV and popular access to the internet directly after the 

Fall of Hussein. [28]  

In addit ion to the employment of Black Propaganda and other types of mass communication 

attempts in Iraq, the U.S. also used many different leaflets that w ere pro-western in nature. 

Some of w hich read that the no-fly zones were for the safety of Iraqis and others attempt to 

persuade Iraqis to become civil servants for the post-Saddam era in Iraq.[29] 

In November 2005, the Chicago Tribune and the Los Angeles Times, alleged that the United 

States military had manipulated news reported in Iraqi media in an effort to cast a favorable light 

on its actions w hile demoralizing the insurgency. Lt. Col. Barry Johnson, a military spokesman 

in Iraq, said the program is "an important part of countering misinformation in the news by 

insurgents", w hile a spokesman for former Defense Secretary Donald H. Rumsfeld said the 

allegations of manipulation w ere troubling if true. The Department of Defense has confirmed the 

existence of the program.[30] The New York Times published an article about how  the Pentagon 

has started to use contractors with little experience in journalism or public relations to plant 

articles in the Iraqi press. 

These articles are usually written by US soldiers w ithout attribution or are attributed to a non-

existent organization called the " International Information Center." Planting propaganda stories 

in newspapers was done by both the Allies and Central Pow ers in the First World War and the 

Axis and Allies in the Second; this is the latest version of this technique. [31][32][33] 

Propaganda aimed at Americans 

Media such as daily news coverage, advertisements, videos, pictures, polls, and various others 

are indirectly controlled by the new s media. The country has strayed from its popular form of 

mass advertising media and focused more on its biased coverage found in the news. [21][neutrality 

disputed] This is seen as a credible source, allow ing information on the current situation to be 

know n to the general public. As noted in the book Selling Intervention & War by Jon Western, 

the president is ñselling the warò to the public.[34] 

People had their init ial reactions to the War on Terror, but w ith more biased and persuading 

information, Iraq as a w hole has been negatively targeted..[35] Americaôs goal w as to remove 

Saddam Husseinôs power in Iraq with allegations of possible weapons of mass destruction 

related to Osama Bin Laden.[36] Video and picture coverage in the news has shown shocking 

and disturbing images of torture and other evils being done under the Iraqi Government.[36] This 

is one w ay United States media is fabricating the enemy. By providing purely negative and 

exaggerated alleged evidence on the situation, Americans are provided w ith the generally 

accepted opinion of hatred tow ards the evil in Iraq. While torture and mass murder of the civilian 

population w as common in Iraq, there w ere positive positions. The Iraqi government's strong 

military position w as able to keep terrorists under control, a position that changed quickly after 

that fall of the regime. 
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PART II: PLANNING 

Mandatory Reading: Theaker, Chapter 4: Public 

Relations and Management 

Communications strategy 

I&DEA, Improvement and Development Agency: http://www.idea.gov.uk/  

Know ledge management is often an umbrella term for a series of activities ï perhaps grouped 

into themes ï aimed at improving the w ay an organisation shares and applies know ledge to 

better serve the needs of its clients. 

A know ledge management strategy provides the vision, channels, skills and tools for managing 

know ledge throughout an organisation. It should be managed as a change initiative. 

By adopting a know ledge management approach, an organisation w ill be changing or 

transforming information and know ledge management practices to achieve organisational 

objectives. 

Effective internal communications are essential for managing or implementing change.  

Why have a communication strategy? 

The communication strategy is a cornerstone of the know ledge management strategy. It 

ensures that the key messages of the strategy are correctly communicated. It raises aw areness 

and understanding and helps embed the know ledge management tools and techniques into the 

organisation. 

The communication plan should have the objective of changing att itudes and behaviour among 

key groups on a day-to-day basis. 

As part of the strategy, discreet communications are tasked w ith: 

¶ raising aw areness of change w here and w hen appropriate among the relevant 

audiences 

¶ imparting know ledge and understanding of new  ways of working, processes, systems, 

roles, responsibilities, and so on  

¶ moving individuals to act in these new  ways by providing tangible examples of 

know ledge management in action and appropriate carrots and sticks. 

http://www.idea.gov.uk/
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These carrots and sticks might include:  

¶ incentives and rew ards for positive behaviours are being developed 

¶ know ledge management competencies linked into appraisal objectives 

¶ senior level staff expected to lead by example  

¶ encouraging peer challenge.  

How do you design a communication strategy? 

Information and know ledge w ill have different meaning and value to individuals and therefore 

different parts of the know ledge management strategy w ill affect different people at different 

times. Communications should aim to provide timely information in appropriate w ays. 

When implementing a complex and ongoing strategy it is important to avoid ' init iative overload'. 

Individuals may become frustrated by constant and potentially conflicting communications. 

There are tw o approaches to communication:  

¶ the óbig bangô branded approach 

¶ the óstealthô approach. 

The former creates high visibility and impact and often includes óbrandingô of the knowledge 

management strategy. How ever, it is a higher-risk approach as failures w ill be as w ell 

documented and visible as successes. 

The latter focuses on individual deliverables and how  they can be used. It is a low er-risk 

communication strategy but has less impact. Deliverables may not be linked to the overall 

strategy. 

Both strategies have merit and organisational preferences will influence the choice. Senior 

management need to endorse the approach taken. 

What is in the communication strategy? 

The communication strategy should contain different approaches that can be applied depending 

on the message, the audience and the planning required.  

Use the 'MA P model' to put together an action plan for each area of the strategy, as well as for 

the overall programme management. MA P stands for:messages, audiences, planning. 
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A completed MA P w ill provide a useful one-page summary about the key messages, target 

audiences and milestones. It can be used as a reminder for the programme team about 

communications objectives over the year, and to brief project partners and other stakeholders. 

In order to do this you need to:  

¶ establish key messages for your programme 

¶ establish your important audiences, w ith suff icient detail ï for example, not just chief 

executives and leaders 

¶ identify the key communications objectives, milestones and deliverables for your 

programme area. 

Questions used to apply the MAP model are show n below . If the know ledge management 

strategy is broken into themes or projects, a communications strategy should be prepared for 

each area. 

Messages ï what do you want to say? 

¶ How  does your work contribute to local government improvement?  

¶ How  does your work relate to your corporate objectives and key priorities of local 

government? 

¶ What is your unique selling point?  

¶ What is the benefit of your product or service to your audience? 

¶ What is the call to action for customers? 

¶ Is there any evidence of previous impact that you can use to substantiate the message? 

Audience ï who are you saying it to?  

¶ Customers 

¶ Consider sub-groups of customers and other key stakeholders. Consider groups w ho 

hold a certain opinion about an issue that you w ant to change 

¶ Partners, for example, central government departments, corporate sponsors, other local 

government bodies  

¶ How  will your audience relate to your messages? Have you tailored your messages to 

your audiences? 
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Planning ï saying the right thing to the right people at the right time 

¶ What are the key dates for your programme in the coming year? 

¶ What are the existing and future opportunities to reach your audience? For example, 

communities of practice (CoPs), events, published outputs.  

¶ What resources do you have for communications and marketing ï time, money, 

expertise? 

¶ Is there one point of contact in your team for w orking closely w ith communications and 

marketing team? 

¶ How  will you measure success? Have you considered your communications objectives, 

timeline, milestones and deliverables? 

How can you measure the effectiveness of communication? 

When implementing a know ledge management strategy, it is important to assess the impact of 

the different deliverables or themes.  

This can be done in the form of staff surveys, through consultation procedures, w orkshops and 

so on. 

Criteria to measure effectiveness should look at:  

¶ Awareness ï levels of awareness of both the know ledge management programme 

(w hen branded and or communicated as such) and product or outputs of the programme  

¶ Understanding ï survey and feedback evidence to gauge the extent to w hich 

know ledge management is understood and applied  

¶ Conviction ï attitudes, beliefs and values 

¶ Action or repeat action ï positive action, behaviour, evidence. 

The know ledge management strategy should aim to move individuals from aw areness to action, 

and the communications strategy should support this aim.  

Leadership and communication 

The importance attached to leadership and communication in the development, roll-out and 

implementation of any know ledge management strategy is crucial. 
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The principles of know ledge management as w ell as responsibility and ow nership of the 

strategy must be aligned w ith: 

¶ specif ic leadership objectives 

¶ business strategy 

¶ improvement planning.  

This provides a real challenge. Do not lose sight of the fact that improving KM is a collective 

senior management activity.  

There is a clear need for visible and committed corporate sponsorship from the top level of the 

organisation. Senior staff need to take responsibility for leading the programme, for 

communication, and for demonstrating the importance of KM. They must ensure that 

accountabilit ies are clearly defined. 
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Six Steps to Developing Your Public Relations and Media Plan 

By Laura Lake, About.com 

Marketing experts w ill tell you that a w ell planned public relations campaign is often far more 

effective than advertising. This tutorial w ill assist you in developing and creating the core of your 

public relations campaign in six easy steps. 

¶ Step 1: Define and w rite dow n your objectives for your publicity or media plan.  

How  will you design your public relations campaign? Will it be designed to:  

¶ Establish your expertise among your peers, the press, or your potential clients or 

customers? 

¶ Build goodw ill among your customer, supplier, or your community?  

¶ Create and reinforce your brand and professional corporate image?  

¶ Inform and create good perceptions regarding your company and services? 

¶ Assist you in introducing a new  service or product to your market?  

¶ Generate sales or leads? 

¶ Mitigate the impact of negative publicity and/or corporate crisis? 

You may be w ondering w hy I am asking you these things at the beginning of a tutorial that is 

supposed to show  you how  to create and your develop publicity plan? The answ er is easy. In 

order for your publicity and media plan to be successful it's f irst most important to determine 

and define your objective. With a clear objective in mind you have laid the ground w ork to the 

complete the remainder of this tutorial.  

¶ Step 2: Define your goals in achieving this objective. It is important that your goals be 

specif ic, measurable, results-oriented and time-bound. These goals must be in-line w ith your 

overall business, marketing, and sales objectives.  

¶ Step 3: Determine w ho your target audience consists of. Who is it that you w ant to reach 

with this campaign? What do you w ant your key message to be?  

¶ Step 4: Develop a schedule for your public relation campaigns. Create synergy by 

coinciding your public relations plan w ith other market ing and sales efforts. 

¶ Step 5: Develop your plan of attack. What communication vehicles w ill you use to get 

your message to the public? Examples may include:  

http://marketing.about.com/bio/Laura-Lake-9179.htm
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¶ Press releases 

¶ Articles 

¶ Customer Success Stories 

¶ Letters to the editor  

¶ Press Conferences, Interview , or Media Tours 

¶ Radio, Television, or Press Interviews 

¶ Seminars or Speaking Engagements 

¶ Event Sponsorships 

Select three from the list and beginning researching and developing your approach. 

¶ Step 6: Put measures in place to track the results of your PR Campaign. After each 

campaign sit dow n and review the results. Did you achieve the defined objectives and goals 

of this campaign? Should you consider modifying your original plan? If so, how  and w hy? 
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7 Steps to Planning a Productive and Successful Promotional 

Campaign 

By Laura Lake, About.com 

When planning a promotional campaign keep in mind that a campaign generally consists of 

three desired outcomes:  

Outcome 1: Your promotional message reaches your intended and targeted audience.  

Outcome 2: Your message is understood by your audience. 

Outcome 3: Your message stimulates the recipients and they take action.  

The question is how  do you achieve these outcomes w ith your campaign? The process is easy, 

but it takes "planning" time.  

Here are seven steps that w ill get your campaign off to the right start. 

¶ Step 1: Assess Marketing Communication Opportunities.  

It's important in this f irst step to examine and understand the needs of your target market. Who 

is your message going out to? Current users, influencers among individuals, decision-makers, 

groups, or the general public? 

¶ Step 2: What Communication Channels Will You Use?  

In the f irst step of planning you should have defined the markets, products, and environments. 

This information w ill assist you in deciding w hich communication channels w ill be most 

beneficial. Will you use personal communication channels such as face to face meeting, 

telephone contact, or perhaps a personal sales presentation? Or w ill the nonpersonal 

communication such as new spapers, magazines, or direct mail w ork better? 

¶ Step 3: Determine Your Objectives 

Keep in mind that your objectives in a promotional campaign are slightly different from your 

marketing campaign. Promotional objectives should be stated in terms of long or short-term 

behaviors by people w ho have been exposed to your promotional communication. These 

objectives must be clearly stated, measurable, and appropriate to the phase of market 

development.  

¶ Step 4: Determine Your Promotion Mix  

This is w here you w ill need to allocate resources among sales promotion, advertising, publicity, 

and of course personal selling. Don't skimp on either of these areas. You must create an 

aw areness among your buyers in order for your promotional campaign to succeed. A well 

rounded promotion w ill use all these methods in some capacity.  

http://marketing.about.com/bio/Laura-Lake-9179.htm
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¶ Step 5: Develop Your Promotional Message 

This is the t ime that you w ill need to sit dow n with your team and focus on the content, appeal, 

structure, format, and source of the message. Keep in mind in promotional campaigns appeal 

and execution alw ays work together. 

¶ Step 6: Develop the Promotion Budget 

This is the exciting part. You must now  determine the total promotion budget. This involves 

determining cost breakdow ns per territory and promotional mix elements. Take some time to 

break dow n allocations and determine the affordability, percent of sales, and competitive parity. 

By breaking dow n these costs you will get a better idea on gauging the success potential of your 

campaign. 

¶ Step 7: Determine Campaign Effectiveness   

After marketing communications are assigned, the promotional plan must be formal defined in a 

written document. In this document you should include situation analysis, copy platform, 

timetables for effective integration of promotional elements w ith elements in your marketing mix. 

You w ill also need to determine how  you will measure the effectiveness once it is implement. 

How  did the actual performance measure up to planned objectives. You'll need to gather this 

information by asking your target market w hether they recognized or recall specif ic advertising 

messages, w hat they remember about the message, how  they felt about the message, and if 

their attitudes tow ard the company w as affected by the message. 
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ANALYTICAL TOOLS 

PEST Analysis 

What is PEST Analysis? 

http://www.marketingteacher.com/Lessons/lesson_PEST.htm 

It is very important that an organization considers its environment before beginning the 

marketing process. In fact, environmental analysis should be continuous and feed all 

aspects of planning. The organization's marketing environment is made up of:  

1. The internal environment e.g. staff (or internal customers), off ice technology, w ages and 

finance, etc. 

2. The micro-environment e.g. our external customers, agents and distributors, suppliers, our 

competitors, etc. 

3. The macro-environment e.g. Political (and legal) forces, Economic forces, Sociocultural 

forces, and Technological forces. These are know n as PEST factors. 

 

Political Factors. 

The polit ical arena has a huge influence upon the regulation of businesses, and the 

spending pow er of consumers and other businesses. You must consider issues such as: 

1.How  stable is the polit ical environment?  

2.Will government policy influence laws that regulate or tax your business? 

3.What is the government's posit ion on marketing ethics? 

4. What is the government's policy on the economy?  

http://www.marketingteacher.com/Lessons/lesson_PEST.htm
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5. Does the government have a view  on culture and religion?  

6. Is the government involved in trading agreements such as EU, NAFTA, ASEAN, or 

others? 

Economic Factors. 

Marketers need to consider the state of a trading economy in the short and long-terms. This 

is especially true w hen planning for international marketing. You need to look at:  

1. Interest rates. 

2. The level of inflation Employment level per capita.  

3. Long-term prospects for the economy Gross Domestic Product (GDP) per capita, and so 

on. 

Sociocultural Factors. 

The social and cultural influences on business vary from country to country. It is very 

important that such factors are considered. Factors include: 

1.What is the dominant religion? 

2.What are att itudes to foreign products and services? 

3.Does language impact upon the diffusion of products onto markets?  

4.How  much time do consumers have for leisure? 

5.What are the roles of men and w omen w ithin society? 

6.How  long are the population living? Are the older generations w ealthy? 

7.Do the population have a strong/w eak opinion on green issues? 

Technological Factors. 

Technology is vital for competitive advantage, and is a major driver of globalization. 

Consider the follow ing points: 

1. Does technology allow  for products and services to be made more cheaply and to a better 

standard of quality? 

2.Do the technologies offer consumers and businesses more innovative products and 

services such as Internet banking, new  generation mobile telephones, etc? 
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3.How  is distribution changed by new  technologies e.g. books via the Internet, f light tickets, 

auctions, etc? 

4.Does technology offer companies a new  way to communicate w ith consumers e.g. 

banners, Customer Relationship Management (CRM), etc? 

The PEST or PESTLE Analysis 

http://rapidbi.com/created/pestanalysis.html 

Originally designed as a business environmental scan, the PEST or PESTLE analysis is an 

analysis of the external macro environment (big picture) in w hich a business operates. These 

are often factors w hich are beyond the control or influence of a business, however are important 

to be aw are of when doing product development, business or strategy planning.  

 This page has been developed to help and support anyone w ith activities or projects which 

require use of the PESTLE analysis tool to undertake an environmental scan of an 

organizations operating environment.  

It is important to take into account PESTLE factors  for the follow ing main reasons: 

¶ Firstly, by making effective use of PESTLE analysis, you ensure that w hat you are doing 

is aligned positively w ith the pow erful forces of change that are affecting our w orking 

environment. By taking advantage of change, you are much more likely to be successful 

than if your activities oppose it 

¶ Secondly, good use of PESTLE analysis helps you avoid taking action that is likely to 

lead to failure for reasons beyond your control 

¶ Thirdly, PESTLE is useful w hen you start a new  product or service. Use of PESTLE 

helps you break free of assumptions, and helps you quickly adapt to the realit ies of the 

new  environment 

Introduction to The PESTLE Analysis tool 

PESTLE analysis is a useful tool for understanding the ñbig pictureò of the environment in which 

you are operating, and the opportunit ies and threats that lie w ithin it. By understanding the 

environment in w hich you operate (external to your company or department), you can take 

advantage of the opportunities and minimize the threats.  

Specif ically the PEST or PESTLE analysis  is a useful tool for understanding risks associated 

with market grow th or decline, and as such the position, potential and direction for a business or 

organization. 

For the purposes of this page w e w ill focus on the PESTLE variation of the acronym. 

http://rapidbi.com/created/pestanalysis.html
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The PESTLE Analysis  is often used as a generic 'orientation' tool, f inding out w here an 

organization or product is in the context of what is happening out side that w ill at some point 

effect what is happening inside an organization.  

A PESTLE analysis  is a business measurement tool, looking at factors external to the 

organization. It is often used w ithin a strategic SWOT analysis (Strengths, Weaknesses, 

Opportunit ies and Threats analysis). 

PESTLE is an acronym for 

Political, Economic, Social, Technological, Legaland Environmental factors, 

which are used to assess the market for a business or organizational unit strategic plan 

The PESTLE analysis  headings are a framew ork for review ing a situation, and can also be 

used to review  a strategy or position, direction of a company, a marketing proposition, or 

idea. There are many variants on this model including PEST analysis and STEEPLE analysis. 

Completing a PESTLE analysis can be a simple or complex process. It all depends how  

thorough you need to be.  It is a good subject for workshop sessions, as undertaking this activity 

with only one perspective (i.e. only one persons view) can be time consuming and miss critical 

factors. 

Use PESTLE analysis  for business and strategic planning, marketing planning, business and 

product development and research reports. 

The PESTLE template below  includes sample questions or prompts, w hose answers are can be 

inserted into the relevant section of the table.  

The questions are examples of discussion points, and should be altered depending on the 

subject of the analysis, and how  you w ant to use it. 

Make up your ow n PESTLE questions and prompts to suit the issue being analyzed and the 

situation (i.e. the people doing the w ork and the expectations of them). 

It is important to clear ly identify the subject of a PESTLE analysis  (that is a clear goal or output 

requirement), because an analysis of this type is mult i faceted in relation to a particular business 

unit or proposition - if  you dilute the focus you w ill produce an unclear picture - so be clear about 

the situation and perspective that you use PESTLE to analyze.  

A market is defined by w hat is addressing it, be it a product, company, organization, brand, 

business unit, proposition, idea, etc, so be clear about how  you define the market being 

analyzed, particularly if  you use PESTLE analysis  in w orkshops, team exercises or as a 

http://rapidbi.com/created/SWOTanalysis.html
http://rapidbi.com/pestle/Introduction-to-the-PESTLE-analysis-tool.html#political
http://rapidbi.com/pestle/Introduction-to-the-PESTLE-analysis-tool.html#economic
http://rapidbi.com/pestle/Introduction-to-the-PESTLE-analysis-tool.html#social
http://rapidbi.com/pestle/Introduction-to-the-PESTLE-analysis-tool.html#technological
http://rapidbi.com/pestle/Introduction-to-the-PESTLE-analysis-tool.html#legal
http://rapidbi.com/pestle/Introduction-to-the-PESTLE-analysis-tool.html#environmental
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delegated task. The PESTLE subject should be a clear definition of the market being 

addressed, w hich might be from any of the follow ing standpoints:  

¶ A company looking at its market  

¶ A product looking at its market  

¶ A brand in relation to its market  

¶ A local business unit or function in a business 

¶ A strategic option, such as entering a new  market or launching a new  product 

¶ A potential acquisit ion 

¶ A potential partnership 

¶ An investment opportunity 

Be sure to describe the subject for the PESTLE analysisclearly so that people contributing to 

the analysis, and those seeing the f inished PESTLE analysis , properly understand the purpose 

of the PESTLE assessment and implications. 

Next Steps 

When you have identif ied the factors that may impact your organization, in column 2 list HOW 

they w ould impact on your organization.  When this is complete, in column 3 indicate the extent 

to w hich each factor is a risk.  

As a rule of thumb, for every HIGH risk you identify you should have at least 10 MEDIUM and 

20 LOW risk item.  If you identify more high risks than low  risks it may be w orth re-visiting your 

thoughts on w hat may or may not impact your organization.  Then look at the relative 

importance and implication of each factor.  

When you have done this you are ready to start to populate a SWOT analysis (see below ). 

Action Planning 

When you have collated the relevant data you need to develop an action plan w ith SMA RT 

objectives (Specif ic measurable achievable relevant time-bound or SMARTER objectives) 

 

http://rapidbi.com/smart/
http://rapidbi.com/smart/
http://rapidbi.com/smart/
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(insert subject for PEST analysis - market, business, proposition, etc.) 

political 

¶ ecological/environmental issues 

¶ current legislation home market  
¶ future legislation 

¶ European/international legislation  

¶ regulatory bodies and processes 
¶ government policies  

¶ government term and change 

¶ trading policies 
¶ funding, grants and init iatives 

¶ home market lobbying/pressure 

groups 
¶ international pressure groups 

¶ wars and conflict 

economic 

¶ home economy situation 

¶ home economy trends 
¶ overseas economies and trends  

¶ general taxation issues 

¶ taxation specif ic to product/services 
¶ seasonality/w eather issues 

¶ market and trade cycles 

¶ specif ic industry factors 
¶ market routes and distribution 

trends 

¶ customer/end-user drivers 
¶ interest and exchange rates 

¶ international trade/monetary issues 

social 

¶ lifestyle trends 

¶ demographics 
¶ consumer attitudes and opinions 

¶ media view s 

¶ law  changes affecting social factors 
¶ brand, company, technology image 

¶ consumer buying patterns  

¶ fashion and role models  
¶ major events and influences 

¶ buying access and trends 
¶ ethnic/religious factors 

¶ advertising and publicity 

¶ ethical issues 

technological 
¶ competing technology development  

¶ research funding 

¶ associated/dependent technologies 
¶ replacement technology/solutions 

¶ matur ity of technology 

¶ manufacturing maturity and capacity  
¶ information and communications 

¶ consumer buying 

mechanisms/technology 
¶ technology legislation 

¶ innovation potential 
¶ technology access, licencing, 

patents 

¶ intellectual property issues 
¶ global communications  
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SWOT ANALYSIS 

 

The word ñSWOTò stands (in English) for four words: 

S = Strengths (strong points) 

W= Weaknesses (weak points) 

O = Opportunit ies  

T = Threats  

 

A SWOT Analysis uses a grid of four squares set out like this:  

 

Strengths 

 

 

 

Weaknesses 

Opportunit ies 

 

 

 

Threats 

To help clarify the differences between ñStrengthsò and ñOpportunitiesò and ñWeaknessesò and 

ñThreatsò, the following observations might be helpful: 

 

¶ Strengths and Weaknesses tend to describe the PRESENT situation. 

¶ Strengths and Weaknesses are typically INTERNAL to w hatever is being analysed. 

¶ Opportunit ies and Threats tend to describe the immediate FUTURE.  

¶ Opportunit ies and Threats are typically EXTERNAL to w hatever is being analysed (but 

they can also include internal factors). 

¶ Strengths and Opportunities are POSITIV E factors. 

¶ Weaknesses and Threats are NEGATIVE factors. 
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These characteristics are summarised in the follow ing diagram:  

 

 

 

 

 

+ - 

 

 

Present 

 

Internal 

 

 

Strengths: 

(strong points) 

Weaknesses: 

(weak points) 

 

 

Future 

 

External 

 

 

Opportunities: Threats: 

The grid is used to analyse a chosen topic.   

For project design and activity planning purposes, the ñweaknessesò square of the grid is 

especially important.  It  is here that w e are likely to get ideas for appropriate activities and 

strategies to address weaknesses in the system.  
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A very effective analysis that combines consideration of ñhow importantò a weakness is, with 

ñhow practicalò it is to do something about it, can be conducted with reference to an additional 

grid:  Grid 2. 

GRID 2 

The ñweaknessò ñpost-itsò on the original grid can be moved across onto this new grid.  Exactly 

where they are placed has an important new meaning.  A ñpost-itò placed in the extreme top-left 

corner of this grid (i.e. ñpost-itò number 1 in the example) can be interpreted as being a 

weakness that is very important, but is also easy to solve.  ñPost-itò number 2 in the example 

shows a weakness that is just as important, but is considered slightly more diff icult to address.  

The weakness depicted by ñpost-itò number 3 in the example is ñvery important, but also very 

difficult (perhaps impossible) to addressò.   

The vertical dotted line, for practical purposes, can divide the grid into ñweaknesses within the 

pow er of the project/management to addressò (on the left of the line) and ñweaknesses outside 

of the power of the project/management to addressò (on the right hand side of the line). 

Difficult  Easy 

High 

Importanc

e 

Low 

Importance  

1 3 

4 

2 
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ñPost-itò number 4, in the example, is of ñfairly high importanceò, but participants are not sure 

whether it is inside or outside the pow er of the project/management to do something about it.  

Therefore, they have placed the ñpost-itò over the vertical dividing line. 

The purpose of a SWOT Analysis is to help us to analyse (evaluate) a situation, and then 

identify an action plan to do something to improve it . 

One of the reasons Stage 3 of the SWOT Analysis so useful is that it helps us to identify a ñway 

forwardò. 

It is often good to develop an action plan by focussing on the ñtop-left-hand cornerò of the 

second grid:  in other w ords w ith weaknesses that are very important, but are not too diff icult to 

address.  By doing this, w e are starting w ith, and agreeing upon, things w e believe can be done!  

We are identifying a ñway forwardò.  We are not getting bogged dow n w ith problems that are too 

diff icult. 

If wished, Stage 3 of the SWOT Analysis can also be used for further analysis of ñstrengthsò, 

ñopportunitiesò and ñthreatsò.  For example, this would allow us to identify the ñmost important 

and practical strengthsò that we can draw upon in mapping a way forward. 

To bring us closer to developing an action plan, SWOT Analysis Stage 4 is a very simple, but 

very important, stage. It involves taking a ñweakness statementò (a negative statement) and 

reformulating it as an ñobjective statementò (a positive statement). Use this process to 

reformulate the w eaknesses that you believe it is w ithin the pow er of the project/management to 

address. 

You now  have the basis for an action plan!  If there are too many objectives to address, select 

the ones w ith the greatest importance! Another Grid is required, as show n below :  Grid 3. 

GRID 3 
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The grid has been colour coded (like traffic lights).  For ñthreatsò in the green area of the grid, 

ñgo aheadò:  the threats can be ignored.  They are not important enough to w orry about.   

For threats in the two yellow areas of the grid:  ñproceed with cautionò.  These threats are 

important enough to demand further attention.  Monitor or manage these threats and, if  

possible, adjust activities and objectives to remove the threats or reduce the risks associated 

with them.   

Threats that fall in the red area of the grid are known as ñkiller threatsò.  You may need to 

ñStop!ò and think again.  Consider redesigning your action plan to remove the threat or 

substantially reduce its importance or probability of causing failure. 

There is an underlying ñlogicò to the four squares of the ñSWOTò grid, which can be summarised 

as follows: 

¶ The ñweaknessesò identified help us to develop possible activities and strategies 

suitable for a project or action plan.   

¶ We should than try to consider how  we can build on the ñstrengthsò and 

ñopportunitiesò we have identified to increase our chances of success. 

¶ We also need to take important note of the ñthreatsò we have identified.  We need to 

consider how  we might be able to design activities to avoid these threats or minimise 

the risks associated w ith them.  Another strategy might be to design activities that 

address these threats directly: to remove or limit them. 

What remains, therefore, is for us to go back to the ñstrengthsò and ñopportunitiesò we have 

identif ied, and see if w e can come up w ith practical suggestions for building on these.   
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SWOT Analysis Template 

 From: http://www.businessballs.com/sw otanalysisfreetemplate.htm 

Subject of SWOT analysis: (define the subject of the analysis here) 

strengths 

¶ Advantages of proposition? 

¶ Capabilities? 
¶ Competitive advantages? 

¶ USP's (unique selling points)? 

¶ Resources, Assets, People? 
¶ Experience, know ledge, data? 

¶ Financial reserves, likely returns? 

¶ Marketing - reach, distribution, 
aw areness? 

¶ Innovative aspects? 

¶ Location and geographical? 
¶ Price, value, quality? 

¶ Accr_ations, qualif ications, 

certif ications? 
¶ Processes, systems, IT, 

communications? 
¶ Cultural, att itudinal, behavioural?  

¶ Management cover, succession? 

weaknesses 

¶ Disadvantages of proposition? 

¶ Gaps in capabilit ies? 
¶ Lack of competit ive strength? 

¶ Reputation, presence and reach? 

¶ Financials? 
¶ Ow n known vulnerabilit ies? 

¶ Timescales, deadlines and pressures? 

¶ Cashflow , start-up cash-drain? 
¶ Continuity, supply chain robustness? 

¶ Effects on core activities, distraction? 

¶ Reliability of data, plan predictability?  
¶ Morale, commitment, leadership? 

¶ Accr_ations, etc? 

¶ Processes and systems, etc? 
¶ Management cover, succession? 

opportunities 
¶ Market developments? 

¶ Competitors' vulnerabilities? 

¶ Industry or lifestyle trends? 
¶ Technology development and 

innovation? 

¶ Global influences? 
¶ New  markets, vertical, horizontal? 

¶ Niche target markets? 

¶ Geographical, export, import? 
¶ New  USP's? 

¶ Tactics - surprise, major contracts, etc? 

¶ Business and product development?  
¶ Information and research? 

¶ Partnerships, agencies, distribution?  

¶ Volumes, production, economies? 
¶ Seasonal, w eather, fashion influences? 

threats 

¶ Polit ical effects? 
¶ Legislative effects? 

¶ Environmental effects? 

¶ IT developments? 
¶ Competitor intentions - various? 

¶ Market demand? 

¶ New  technologies, services, ideas? 
¶ Vital contracts and partners? 

¶ Sustaining internal capabilities? 

¶ Obstacles faced? 
¶ Insurmountable w eaknesses? 

¶ Loss of key staff? 

¶ Sustainable f inancial backing? 
¶ Economy - home, abroad? 

¶ Seasonality, w eather effects? 

  

 

 

http://www.businessballs.com/swotanalysisfreetemplate.htm
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SWOT Analysis 

Dr. L M Foong-PhD 

http://article.tqmcasestudies.com/sw ot-analysis-graphic.html 

When conducted properly is an excellent process that provide a holistic overview  of business 

challenges . It entails data collection and analysis for external factors such as environment, 

assumptions, scenarios, risk factors as well as internal factors such as own and competitor 

capabilit ies etc. SWOT Analysis is commonly incorporated in a Strategic Planning Process. This 

article illustrates how  you can use it in the business w orld. 

 Figure 1 - SWOT Analysis empty template 

Strength Weaknesses 

  

  

  

  

  

  

Opportunities Threats 

  

  

  

  

  

  

Figure 2 - SWOT Analysis w ith sample of the data 

Strength Weaknesses 

¶ High quality product 

¶ strong financial support 
¶ Research skill 

¶ Good internet know ledge 

¶ Long customer enquiry respond time 
¶ High production cost 

¶ programming is not updated 

¶ too many things to focus 
¶ cannot cope w ith technology changes 

http://article.tqmcasestudies.com/swot-analysis-graphic.html
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Opportunities Threats 

¶ Open up new  market in Middle East 

¶ Economy boom in the ASEA N countries 

¶ Forex  is gaining ground 
¶ Smaller organziation is w inding dow n 

¶ Government policy strengthen for export 
       Internet Businesse 

¶ More educated surfers 

¶ Big pupulation involved 
¶ Malaysian populationis catching up  

¶ Vast internet know ledge  

¶ Heavy export from China 

¶ Eroding price in all market segment  
¶ Consummer choice limited 

¶ Forex thrreats 
       Internet Business 

¶ ever changing technology 

¶ google may band listing 
¶ payment gatew ay disappered 

 What is SWOT Analysis? 

It  is an abbreviation forSstrengths-Weaknesses-Opportunities-Threats, sometime I call it the 

four factors. It is a process involving collection of data pertaining to these four factors, analyze 

those data to formulate actions or strategies.  Depending on the objective of performing a 

SWOT Analysis, it can be used achieve a strategic action, or to formulate strategies.   For many 

organizations, it is a tool w idely used as an integral part of their Strategic Planning Process. 

There are organization performed SWOT Analysis for a department to determine its internal 

capabilit ies.   

Strengths:  the f irst Character of  SWOT 

As mentioned earlier, this is an internal factor which deals w ith the strengths within its ow ned 

business, operation, production f loor or department. It is internal because it takes into 

considerations the level of capabilities in handling an identif ied issue.  All if  not most of the time, 

these issues are well w ithin their circle of influence. How ever, it is not good enough for you to 

identify and recognize factors as strengths unless it is compared w ith some benchmark. In most 

case, you would compare your ñstrengthsò with competitors especially those who are better than 

your ow n organization.  

Why bother to compare w ith your competitors? You may be w ondering!  Is it not good enough 

because if your team members recognize their ow n strengths without comparing w ith a 

reference point, then the strengths has not competit ive advantages, make sense?  

Assuming making a comparison w ith a benchmark has its ow n merit, w hat should be used a 

reference point?  Well, I normally pick tw o references, namely: 

1)      The competitors 

Not any competitor but I w ould pick one that is a ahead of my organization.  The reason is that I 

have to either maintain my competitive position or to catch up w ith the competitor . 
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2)      The w orld class organization 

I w ould as the same time, pick a w orld class company as a benchmark for future business or 

operation excellence.  I do that because I aimed to stay ahead of competition w ith w orld class 

practices (selectively) in the long run. 

 They are many factors in an operation that can be considered as strength. It is normally 

highlighted during brainstorming among management members. When the list of factors for 

Strength is too many, it  should be pr ioritized using TQM tools. I normally use a simple ranking 

system compare my ow n with that of the competitor. I found that this method is more reflective 

to indicate its implication to the business if it is not taken care. 

Weaknesses:  the second character of SWOT 

Similar to the above, it is an internal factor that deals w ith the w eaknesses of ow ned business, 

operation, production f loor or department. It is internal because it takes into considerations the 

level of capabilit ies in handling an identif ied issue.  In many occasions, these weaknesses are 

well w ithin your circle of influence. You may argue that the w eaknesses have no impact to the 

business bottom line. Well, I can agree w ith you in this aspect not that I accept that w eaknesses 

but I recognize the fact that there maybe other more critical issues to tackle.  

As such, after a list of weaknesses is generated, I w ould make a comparison w ith competitor 

better than me as w ell as competitor w ho are catching up on me. Then again, the list may be 

too many to deal w ith. So, w hen it is too many, you should prior itize them  w ith an appropriate 

TQM tools. I normally use a simple ranking system compare my ow n w ith that of the competitor. 

I found that this method is more reflective to indicate its implication to the business if it is not 

taken care. 

Opportunities:  the third character of  S.W.O.T. 

This is an important factor to identify opportunity as a result of external influence. It is often 

leads to more business or investment as w ell as opportunity for innovation of products and 

services. Due to the fact it is external, many assumptions is used. How ever, given the 

constraints, you should try to quantify the assumptions so that the conclusion of this factor is 

real. In real life application, there are cases w here opportunities derived from operation are 

classif ied in into this Opportunity factor. But rightfully, it should be classif ied under the Strength 

factor. 

Let me illustrate w hat I meant...  

A production f loor has excess capacity by about 20 percent. It is quite frequent that team w ill 

translate this as an opportunity by stating " w e have the opportunity to take on more sales due 

to our excess capacity" 
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Let's think about it for a moment: Excess capacity is a fact! Whereas there is no information 

stating a potential for sales grow th. This statement is merely a statement of opportunity NOT a 

fact (or news). Therefore, this should not be taken as an opportunity in this context. How ever, in 

general terms, the excess capacity would provide an opportunity to increase sales. But bear in 

mind, there is no indication of grow ing sales. 

On the other hand, the excess capacity of 20 percent is real. Hence, should be taken as 

something factual for the capacity of the production. Then it can be classif ied as the STRENGH  

Threats; the forth character of  S.W.O.T. 

This is another important and critical factor to deal w ith. It has great influence to the success or 

failure of an organization if not dealt w ith appropriately. This section looks for factors that can 

put an organization in a loss-loss situation w here example may either reduce the market share 

or its profitability. Once again, since it is an external factor, its reality is assumed. How ever, in 

many cases, they can be verif ied by announcement, publications etc. On the other hand, if  

organizations act on these factors, it may not alw ays mitigate the threat because the threat is 

not real.  

Threats is something that most of us do not like to see in business how ever, it cannot be 

avoided. When this is happened, you need to realize it make an evaluation of its  impact to the 

business. How ever, there are cases when leaders of an organization do not interpret certain 

factor as threats.  
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SMART/ER GOALS 

Writing SMARTer Objectives 

Specif ic, Measurable, Achievable, Realistic, Time-based, Exciting, Recorded... or is it? 

http://www.rapidbi.com/created/Wr iteSMA RTobjectives.html 

Introduction to SMART objectives  and SMART Goals 

Management by Objectives is often cr_ed to Peter Drucker in his 1954 book ñThe Practice of 

Managementò, from this claimed history and approach the use of the acronym SMARTer has 

grow n. Having said that, for those that have bothered to read the book - there is NO DIRECT 

reference to SMART by Drucker in this publication.  While it is clear that Drucker w as the f irst to 

write about management by objectives, the SMART acronym is harder to trace the documented 

origins of. 

The use of the approach to managing know n as "Management By Objectives" or MBO, has 

reduced in recent years, however increasingly, many organizations are using the SMA RT and 

SMARTER acronym w ithin goal setting and performance appraisal or management 

environments. The use of SMART objective formatting is not limited to business and 

performance management, indeed SMART  possibly started in the w orld of personal 

development.  

This page has been written to provide not only an overview  of the SMART objective format, but 

to help you the manager or developer to w rite your own. 

SMARTer is an acronym to help in the w riting of objectives. the objectives can be for managing 

performance or for developmental purposes. 

There are a variety of types of objectives that can be written, all can be done in the SMA RTer 

format. 

¶ Process objectives 

o lets you know  what you are doing and how  you w ill do it; describes participants, 

interactions and activities  

¶ Impact objectives 

o lets you know  what the long term implications of your program[me]/ activity w ill 

be; describes the longer term impact on your target audience or organization 

¶ Outcome objectives 

http://www.rapidbi.com/created/WriteSMARTobjectives.html
http://www.rapidbi.com/created/WriteSMARTobjectives.html#HistoryandoriginsoftheSMARTobjectivesacronym
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o lets you know  how you w ill change attitudes, know ledge or behavior (short term); 

describe the degree to w hich you expect this change 

¶ Personal objectives 

o personal development is an ideal application for SMARTer objectives. Often w e 

see SMA RTer objectives w ritten for project management or business and 

performance management, how ever as individuals in our personal development 

plans, SMARTer objectives are also a valuable formula w ithin w hich to set and 

individual measure performance.  

Language in objectives 

Objectives  are active using strong verbs. Action verbs are observable and better communicate 

the intent of w hat is to be attempted, like plan, write, conduct, produce, apply, to recite, to 

revise, to contrast, to install, to select, to assemble, to compare, to investigate, and to develop. 

etc. 

Avoid generalities in objective statements and infinitives to avoid include to know , to 

understand, to enjoy, and to believe. rather than learn, understand, feel. The w ords need to be 

not only active but measurable.  

A goal can be defined as "The purpose toward which an endeavor is directed; an objective"  In 

personal and organizational development terms, the goal is set as the main single aim and 

objectives are the elements w hich together achieve the goal.  goal may only have one objective.  

SMART acronym variations - SMARTer  

There are many variations on the theme including:  

  Variations of words commonly used in SMART as an acronym 

S Specific Stimulating Simple 
Stretching 

Succinct 
Straight forw ard 

Self ow ned 

Self managed 
Self controlled 

Signif icant 

Strategic 
Sensible 

M Measurable Motivating Manageable 
Meaningful 

Magical 

http://www.rapidbi.com/created/personaldevelopmentplan.html
http://www.rapidbi.com/created/personaldevelopmentplan.html
http://www.rapidbi.com/created/WriteSMARTobjectives.html#verbs
http://www.rapidbi.com/created/WriteSMARTobjectives.html#verbs
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Magnetic  
Maintainable 

Mapped to goals 

A Achievable Appropriate Actionable 

Attainable 

Ambitious 
Aspirational 

Accepted/ acceptable 

Aligned 
Accountable 

Agreed 

Adapted 
Assignable 

As-if-now 

Adjustable 
Adaptable 

R Realistic Relevant Results Orientated 
Resources are 

adequate 

Resourced 
Rew arding 

Recorded 

Review able 
Robust 

Relevant to a mission 

T Time-.. 

bound 
limited 

driven 

constrained 
related 

phased 

sensitive 
specif ic 

stamped 

lined 

Tangible- © Trackable 

Traceable 
Timed/ Timely 

Tow ard what you 

want 
  

  

  

Some versions of the acronym add the letters ï ER making SMARTer objectives 

    

E Extending/Environmental* Exciting Evaluated 

http://www.rapidbi.com/created/WriteSMARTobjectives.html#HistoryandoriginsoftheSMARTobjectivesacronym
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Engaging 
Energising 

Ethical 

Enjoyable 

R Review ed/Resourced Rew arding Recorded 

Realistic  
Relevant 

Resourced 

Research Based 

One of the key advantages in using SMARTER in the agreeing and setting of personal 

development goals, it it helps to recognize the importance of the engagement of the individual. 

The more motivated they are by the development objective the better they appears to perform, 

often putting extra time into self development activity.  
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GANTT CHART 

http://www.ganttchart.com/ 

A Gantt chart is a graphical representation of the duration of tasks against the 

progression of time. 

Use a Gantt chart to plan how  long a project should take.  

A Gantt chart lays out the order in w hich the tasks need to be carried out.  

Ear ly Gantt charts did not show  dependencies betw een tasks but modern Gantt chart software 

provides this capability.  

A Gantt chart lets you see immediately w hat should have been achieved at any point in t ime.  

A Gantt chart lets you see how  remedial action may bring the project back on course. 

Most Gantt charts include "milestones" w hich are technically not available on Gantt charts.  

How ever, for representing deadlines and other signif icant events, it is very useful to include this 
feature on a Gantt chart. 

Gantt Chart Terminology 

  
Term 

 

Meaning 

 

  
Budget 

 
A f iscal plan of operations for a given time period.  

 

  
Baseline 

 

The project's original plan.  Usually, the project's f irst set of start and 

finish dates. 

 

  
Earned Value (EV) 

 

Earned value is synonymous w ith the term BCWP (Budget Cost for 

Work Performed).  The actual measured performance; the value of the 

completed w ork.  

 

  
Gantt Chart 

 
A common w ay of show ing tasks over time. Gantt chart  EXA MPLES 

 

http://www.ganttchart.com/
http://www.kidasa.com/information/articles/earnedvalue/index.html
http://www.ganttchart.com/Examples.html
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Level of Effort (LOE)  

 

Work w hich doesn't yield a f inal product.  Examples: coordination, 

follow -up and other support activities. 

 

  
Milestone 

 
An important event. 

 

  
Time Now 

or Current Date Line 
 

A vertical line show ing the date on w hich the status of the project w as 

last done.  Often this date is the same as the current date. 

If a task is on schedule, it w ill usually be shaded up to the time now  

line.  If it is ahead of schedule it w ill be shaded beyond the time now  

line.  If it is behind schedule the shading w ill not reach the time now  
line. 

 

  Project Management Institute 
(PMI)  

A non-profit group dedicated to improving project management, 

providing education and certif ication to project managers and more. 

(www.pmi.org) 

 

  
PERT 

 

Program Evaluation Review Technique, a project management method 

developed by the United States Navy. 

 

  
Task List 

 

The list of steps in a project. 

 

  
Statement of Work (SOW)  

 
A document describing the w ork to be done on the contract. 

 

  Work Breakdown Structure 
(WBS)   

A tree-like representation of the w ork to be done on a project.  The 

WBS graphically show s the division of work.  
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A Gantt chart is a matrix.     The Gantt chart has variants. 

    

  

The Gantt chart is constructed w ith a 

horizontal axis representing the total 

time span of the project, broken 
dow n into increments (days, w eeks, 

or months).  

    

  

The Gantt chart is constructed w ith a 

vertical axis representing the tasks 
that make up the project.  

    

  

The Gantt chart is constructed w ith a 
graph area w hich contains horizontal 

bars for each task connecting the 

period start and period ending 
symbols. 

 

  

    

  
Milestones: important checkpoints or 

interim goals for a project. 

    

  

Resources: for team projects, it often helps 

to have an addit ional column containing 

numbers or initials w hich identify who on 
the team is responsible for the task.  

    

  

Status: the projects progress, the chart is 

updated by f illing in the task's bar to a 

length proportional to the amount of w ork 
that has been finished . 

    

  
Dependencies: an essential concept that 
some activit ies are dependent on other 

activities being completed f irst. 
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SAMPLE GANTT CHARTS 

Basic Gantt Chart 

http://www.ganttchart.com/BasicGanttExample.html  

 

 

 

 

 

 

 

 

 

http://www.ganttchart.com/BasicGanttExample.html
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GANTT WITH DEPENDENCIES EXAMPLE 

http://www.ganttchart.com/Ganttw ithDependenciesExample.html  

 

http://www.ganttchart.com/GanttwithDependenciesExample.html
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More Gantt charts are available from the source: http://www.eventmanagerblog.com 

http://www.eventmanagerblog.com/

